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lude hundreds drill steel, explosives, lumber. structural steel, cement, 
For example steel pipe and lubricants. Therefore, during the 5-year 


kets, sheave period, this mining company was following a definite 


Hlood-lights, a scheduled program for purchasing hundreds of types of 


vv truck and equipment and supply items required to develop the 

mine. And many similar programs are now underway 

Remember tomorrow's sales to mining start today in 
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fudit Bureau of Curculations 
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More S ubscription M oney is Paid* 
by Industry Each Year for T. R. 


..than is paid per year for subscriptions to any other industrial 
publication of any kind—tradepaper, directory or catalog. 


(As a rule they pay nothing for any other buying guide) 





The Obvious Reason they pay for T. R.—Nowhere else can industry 
secure such valuable, complete and accurate purchasing direction. 


* Based on the most authoritative circulation data available. This statement is 
intended to indicate industries’ evaluation of TR. as a buying guide and in 
no way refers to the value of tradepapers in their non-competitive field 
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NEW BUILDING JOBS 
AND EXPANSIONS 





MAINTENANCE REQUIRED 
ON EXISTING da 





CONSULTING ENGINEER CONTRACTOR 


WAY AY or of Worlds 


Largest Brewertes 


This brewery covers 72 city blocks; employs some 4,000 
workers; uses steam for heating and processing; uses piping 
for steam, hot water, cold water and ammonia; operates over 
1,000 tons of air conditioning and 2,000 tons of refrigeration 


NEW BUILDING JOBS: aii products needed for heating, 


piping and air conditioning in new construction are specified 
by « consulting engineer; purchased and installed by a contractor 


Expansions to present systems and additional heating, piping 
and air conditioning systems required in existing buildings are 
handled in same manner 

In all sew work consulting engineer's specifications and 


contractor's purchases are mbject te approval of company’s 


plant engineer im charge of these essential services. 


MAINTENANCE: 


maintenance is handled by company's maintenance sup't., and 


All heating, piping and air conditioning 


crews of company employees. Products and materials are 


purchased by the company to meet meintenance sup't.’s needs. 


Changes and alterations under $100,000 are usually handled 
same as maintenance by the company. Such jobs over 


$100,000 are usually let to « contractor 


But in maintenance, changes and alterations (as im meu 
construction), all products and materials must have approval 


of plant engineer 


KEY MAN — the Plant Engineer 


The plant engineer, as this Case History shows, is the KEY 
man in selling any air conditioning, heating or piping product 
to this large brewery operation. You need this engineer's okay 


He has been « paid subscriber to HPRAC for many years 
Because of his specialized work, he finds HPRAC invaluable 
(Name of company and engineer upon request.) 


PLANT ENGINEER 


ek. 


COMPANY CREWS 








HP&AC Goes Wherever Men 
Make Their Livelihood Meeting 
Heating, Piping and Air Con- 
ditioning Requirements 


Consider HP&AC as a horizontal medium 
throughout industry, for such it is. 

In almost every industrial plant, doing its 
own heating, piping and air conditioning main- 
tenance, there is an HP&AC subscriber . 
while on the other hand, the heating, piping 
and air conditioning contractor and the consult- 
ing engineer are also HP&AC paid subscribers 

Yes, if you have a product that fits into our 
field, certainly in HP&AC is where your main 
advertising effort belongs. 
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MORE AND MORE AND MORE 
the Electric Utility Companies 


direct merchandising 





.AND THE REASONS ARE SALES-DYNAMITE 


for you who make and sell 
refrigerators, ranges, washers, or any other device or appliance 


that uses electric energy! 


{ THE UTILITIES MUST SELL LOAD They are building new generating capac- 
ity in @ vast expansion program. This new electric energy must be sold. 


The only way to sell it is to sell equipment that uses it. 


2 THEY MUST SELL THE MOST PROFITABLE KIND OF LOAD, because it costs 
nearly twice as much to generate a kilowatthour today as it did before the 
war. For many reasons, residential use of electricity gives utilities the best 
return per kilowatthour. So they must sell residential load — which means 
electric appliances. Houses are going up. The field is expanding. It's the 


hottest market the utilities can merchandise now. 


3 THEY MUST SELL LOAD WHERE THEY CAN SERVE IT BEST The utility dis- 
tribution superintendent knows where his company can best serve addi- 
tional load, Sales and promotion campaigns to sell appliances are flexible. 


Phe utility can direct them when and where it needs them. 
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are GOING BACK into 


WHY WILL MANUFACTURERS 
TIE IN WITH UTILITY SELLING? 


1. The prestige and the promotion force of the 
utility is a powerful factor in inducing its customers 
to buy and use electrical appliances. In a typical 
community, the appliances promoted and sold by 
the utility are the appliances that sell the best. 


2. The utility company is more interested in put- 
ting the appliance to work than in who sells it. So 
the utility helps the dealer sell. The utility is the 
strongest organizing and promoting force among 
the dealers. With cooking schools, home-economics 
counselors, industry films, etc., the utility promotes 
sales for dealers with dealers. 


3. In rural and small town areas, utility customers 
are seldom exposed to electric appliances except 
when they pay their light bills. 


4. Thousands and thousands of utility employees 
are active direct sellers of appliances. They get paid 
for sales leads and take active parts in company- 
wide sales campaigns. They use the latest appliances 
themselves and sell their neighbors on the idea. 


6000 
ADVERTISING | 
PAYS | 


in | 
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330 WEST 42nd STREET 


HOW TO FRE YOUR BRAND NAME 
TO THIS VAST SELLING FORCE 


1. Do the utility commercial departments know 
how good a load builder your product is? Make sure 
your brand name is included in displays, promotion 
campaigns, or special events the utility sponsors. 


2. Every utility employee is an “expert” on appli- 
ances to his neighbor. Be sure he has the facts about 
your product. 


3. Give the utility commercial department every 
bit of information you can to help them sell. “Mer- 
chandising” means putting tools into the hands of 
your strongest selling force. 


4. Your strongest, sharpest tool to do all this is 
useful, consistent advertising in the one magazine 
the utility man turns to for information to help him 
on the job ... Electrical World. 





On March 27 Electrical World will publish an 
industry-wide report on utility merchandising. It 
will probe deeply into why, how and how much 
in utility merchandising . . . plus their plans for 
the future, It coincides with the Edison Electric 
Institute's national commercial section meeting. 
A limited number of reprints of this article will 
be available. A post card to Electrical World will 


reserve yours, 











Electrical World 
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G and HEATING 


AR CONDITIONING and REFRIGERATIC 
KITCHER N and LAUNDRY EQUIPMENT 


*S 2 


oe hors 
ot: . ? 


Here are Your 


Plan now and plan wisely for 1950! Determine your 
sales quotas for the coming year this simple, depend 
able way. The new edition of “DOMESTIC ENGI 
NEERING Market Possibilities by States” 


one of the many services by which DOMESTIC ENGI- 


is another 
NEERING assists the manufacturers in its industry 
in the marketing of their products. Copies of this sales 


qyuola booklet are now availabl Be sure to order 


your copy without delay 


DOMESTIC 
ENGINEERING 


THESE ARE SOME OF THE QUESTIONS IT ANSWERS 


1. What are the sales potentials for your product in 
1950? 

. What should your sales quotas be for each state? 
What portion of this market is in new construction, 
remodeling and replacement? 

What geographical factor influences the sale of your 
product? 

. What are the major outlets for your product? 
How has your market changed in the past decade’ 


? 


How can you reach this market most effectively 


logether DOMESTIC ENGINEER- 
ING and DOMESTIC ENGINEER- 
ING CATALOG DIRECTORY con- 
stitute the backbone of every well- 
conceived promotional program 
They offer you the most practical, 
most economical and most effective 
approach to the tremendous Do- 


mestic Engineering Market. 
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This beaklet available 
to all manufacturers 
in this industry and 
their advertising 
agencies. Fer ali 
others, price is $2.50 


FACTS for 


NEW FACTS, NEW FIGURES, NEW CHARTS 
This completely new edition of “DOMESTIC ENGI- 
NEERING Market Possibilities by States”, 


more than three times as much information to assist 


contains 


you in your marketing analyses than any previous 
edition. This twenty page booklet offers usable statis- 
tical data never before available in one place. This 
sales tool is indispensable for manufacturers of prod- 


ucts for this industry 


AGAIN DOMESTIC ENGINEERING SERVES THE 
INDUSTRY 
Sixty years ago DOMESTIC ENGINEERING was 


established to serve all branches of the plumbing and 


FIFTY / 


heating industry. the Se turer, the mann- 
facturers’ representative, the wholesaler and the con- 
tractor dealer. For the past ten years DOMESTIC 
ENGINEERING has been devoting an increasing 
amount of attention to showroom and specialty sell- 
ing. More and more manufacturers of this equipment 
have come to realize the importance of the DOMES- 
ric ENGINEERING Reader as a sales outlet for elee- 
trical and gas appliances, such as washing machines, 
ironing machines, refrigerators, ranges and other 
laundry and kitchen products. This highly developed 
sales technique is also reflected in the increased volume 
of sales in plumbing, heating, and air conditioning as 


well. 


How effective the use of this sales quota booklet may be to you is largely de- 


pendent upon the extent and methods you use to promote your product in con- 


nection with your overall sales planning. 


In this direction the numerous services 


of the DOMESTIC ENGINEERING organization are designed to assist you in 


every possible way. If you are not familiar with these services and how you can 


use them to fullest advantage write direct or consult your advertising agency. 





1801 PRAIRIE AVENUE, CHICAGO 16 
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listed on page 56 and to the 10-point 
code of ethics listed on page 131 
Our only variation from the 17 points 


Ler ti is that instead of pasting, typing or 
under, we 
+] | ' printing captions on the back of photos 
ns n hee oca a 
~ we include photo captions with the re 
nes. stleamsn 


kh 
tor warders ware 


lease, keying these captions to the 
tear 
lines respective photos by photo number To 
houses ar . ommunications 
luding brewer identify the photo as to its source, we 
users ac manulo The column in your 
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We place a headline (or an overline 
ption! over each release We do not 
hE ittempt to adhere to a particular mag 
izine’s unit count-—-our sole aim being 

to give the editor basic facts of the r 

Save ( opy ¢ hasers Ie One lease in a hurry, thus enabling him te 
ike a quick appraisal of it WALTER 

E. Kors, advertising department, R.G 


Le Tourneau, Inc. Peoria, Il 
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The area of each state 1s shown mm exact rat 
te the value of its manufactured product 


@ When you tell your story in The Midwest 
Purchasing Agent, every copy goes to the 
man you want to talk to. . . direct. What 
other media gives you that percentage of 
readers and . . . buyers? Over 50% of the 
space is now used by national advertisers. 


The Midwest Purchasing Agent is published by 
and for the more than 3700 purchasing agents 
in this industrial heart of America. Help your 
salesman get his share in this vast market. The 
Midwest Purchasing Agent will help to open 
the door for him. 


DISTRICT OFFICES: < 
i23 Belmont Ave., LAkeview $ 


Dan McSweeney, 430 I h Ave., EXpress 0836 


34) of America’s 


_/Industrial Buying Power 
is concentrated 


vm WALD W ES T 
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Home Office: 645 Penton Bidg, Cleveland 13, Ohio 
a 








The ARTISAN Reports on “W 


23% of Dealers Handle 80% of Work 


AMERICAN ARTISAN conducts 4 continuing Note Gret, as indicated at left, that « relatively 
program of market research. We did it before and small percentage of all dealers continue te bandle 
during the war. We are still at it. the bulk of all available work — even a smaller 


This research takes the form of personal inter- proportion in 1949 than in 1947. 


views with warm air-sheet metal dealers located ia 


These are the KEY dealers YOU MUST SELL to 


typical market areas throughout the country. Each 
get volume business from our field. In other words, 


time we survey 4 community, we do a thorough job. 
in any community where you want sales, ome out 
Last year we went back to the same cities we ae —— 
surveyed in 1947 — did the work all ever again. y comp Gane ty 6 o> preerdapes: beds. 
Findings based on this 1949 research confirmed, 
with slight variations, the basic distribution picture From here om, the facts presented concern only 
established in 1947. But, in addition as here the 25% group of KEY volume dealers 
graphed, the 1949 survey dis- 


closes umportant facts on dealer NUMBER OF PER CENT OF KEY DEALERS 
mortality and furnace line shifts LINES SOLD 0 10 20 30 


taking place in a two-year period | 


ONE 1949 


FURNACE 1947 ) 


73% Sell More Than One line “ica 


2 LUNES 1947 


1949 


you four times the volume the other dealers produce. 


73% of the KEY dealers in 1949 sold more 

than one furnace line, as compared with 67‘: 3 UNES 
in 1947. As the chart at right shows, in 1949 1947 

fewer dealers (27°C) were selling only one line; 1949 

also fewer (14°) were selling four or more 4 UNES 1947 

lines. But more KEY volume dealers were sell- 


? 
ing two (39°) and three (20° ) lines. 5 LINES add 
OR MORE 1947 


22% Dealer Mortality in 2-Year Period 
in KEY Volume Ranks 


eee 22% DROPPED FROM 
KEY VOLUME RANKS 
When we went back in 1949 78% STAYED IN KEY GROUP 


e for two years later — to the 
; SELECT same cities surveyed in 1947, THESE DEALERS CAME UP > 


we found 22°: of the KEY 11949 INTO KEY VOLUME RANKS 


dealers either out of business KEY DEALERS OF ‘47 WHO STAYED Teta Ta 


or their volume reduced so 
greatly they were no longer in the KEY volume group. Thus, im two years, one 
out of five KEY volume dealers fails to qualify. 

However, the birth rate of KEY dealers holds up well. Note from chart 
above that slightly more KEY dealers came into the picture in the twe-year 
period than dropped out. Actually the total number of KEY dealers in 1949 
exceeded the number in 1947 by approximately 4°c. 











in Paid Circulation ... in Editorial 
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arm Air” Distribution in 1949- 


as compared to the 


«——_—. TOTAL LINES SOLD BY 1947 KEY DEALERS ———> 


fe TOTAL LINES SOLD BY 1947 KEY DEALERS ——+] 


' 
UE. VOLUME RANKS OR OUT OF BUSINESS 


' ; 38% VOLUNTARILY 
L — TS DROPPED BY KEY 








' DEALERS 
SOLD BY SAME KEY DEALERS 
AS IN ‘47 


43%, 


How Average Manufacturer Fared 


1947 > vveicaL MANUFACTURER — 10 KEY DEALERS 


e © e@ees 
1949 > 
TWO NO LONGER FOUR STILL KEY DEALERS 
{ KEY DEALERS BUT NO LONGER SELL LINE 
@ees eee ee @ 
FOUR STILL SELL THREE 1947 KEY TWO NEW 
LINE—-AND ARE —DEALERS:_- HAVE KEY DEALERS 
STILL KEY DEALERS ADDED THIS LINE SELL THIS LINE 


Graphed above is what happened by 1949, in the cities 
surveyed, to the average furnace manufacturer having 
10 KEY dealers in 1947. Figures covering all furnace 
lines show that 44°¢ of the lines are still handled by the 
same KEY dealers as in 1947; 36°; handled by different 
KEY dealers; and 20° by KEY dealers in 1949 who were 
not in the KEY dealer class in 1947. 


KEENEY PUBLISHING COMPANY 


6 N. Michigan, Chicago 2 


Air Conditioning 
Headquarters 


Also Publishers of Heating, 
Piping & Air Conditioning 
for the Industrial Field 


Service to Readers . 
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' 
19% DROPPED: KEY DEALERS NO LONGER IN 


1947 Picture 


57% Line Shifts 


KEY dealers change—so do the furnace 
lines that KEY dealers handle! Note 
from chart at left that only 43% of the 
furnace lines handled by KEY dealers 
in 1947 are still handled by the same 
KEY dealers in 1949. 

It is worth noting, too, that 38% of 
the lines handled in 1947 have been 
dropped voluntarily, and only 19% of 
the shifts came as a result of KEY 
dealers going out of business or no 
longer remaining in the KEY dealer class. 





[vee MAIN ADVERTISING EFFORT 
BELONGS IN THIS NUMBER ONE BOOK 


With its 100%-paid circulation among KEY warm air- 
sheet metal people, your first and primary sales promotion 
job is dominant, consistent advertising im the ARTISAN 

Through the ARTISAN you reach 92% of the KEY 
dealer group here discussed. In addition, you get 85% 
of the warm air-sheet metal wholesalers, 87% of the KEY 
sheet metal contractors — «4 concentrated coverage vitally 
important to your distribution in the warm air heating, 
residential air conditioning, sheet metal contracting field 

The ARTISAN is both ABC and ABP — recognized by 
subscribers and NUMBER ONE 
BOOK in the warm air-sheet metal market 


advertisers alike as the 




















WILLIAM R. FiARSHE 
"he's got everything ao Meat Packer Wiuuam R. Harsue, 41, president, 

William R. Harshe Associates, Chicago 
wants to know about BUYING and New York publicity agency, died 
Jan. 7 at St. Luke's hospital of compli- 
cations following surgery 

He was a director and former vice 
president of the Public Relations So- 
ciety of America and a founder of the 
Publicity Club of Chicago. He was noted 
for a publicity stunt that he and artist 
Tony Sarg staged—placing a huge “sea 
serpent” in Nantucket Harbor that at 
. tracted thousands of visitors to the re- 
ANNUAI Ni sort, as well as considerable attention 


/ 
MEAT Pac KERS to the animal's creators 


(Futde . BRUCE KNAPP 


Bruce Knapp, 53, Chicago and central 
states sales representative for Hardware 
World, San Francisco, died Jan. 5 at 
his home in Wilmette, a suburb of Chi 
cago. Before joining Hardware World 
in 1946, he sold space for Conover-Mast 


and plant operations!” 


public ation- 


' McGraw-Hill Book Co. 
Recogeited by meet packers 
See TS ee See = Issues Book About Itself 


celal reference and purchasing 
directory 

New Yorx—Forty years of growth, 

1909.1949. are covered in a new book 

THOUSANDS® of meat pockers and key operating officials in the own a a / “ ered na 

: which traces the history o le company, 

big $12,500,000,000 Meat Packing Industry turn to their copy of the ie tiie ol Geen Ut Wiel Se 


Annual Meat Packers Guide when they want to know where to buy und John A. Hill, their individual jour 
to the formation of 





the hundreds of products packers use and purchase daily. neys into publishing 
x MeGraw Publishing Co. and Hill Pub- 

Have all the sales clinching facts about your product where they will lichine Co 
do you the most good—at the fingertips of the men who do the actual Out of MeGraw’s electrical publica 
specifying and buying when they want these facts to help them decide tions came many technical books, and 
», too, came books from the Hill group 


what make or product to buy. At no other time, can advertising work 
practical engineering publications 


with such complete effectiveness as when the buyer is actually looking , oom hed ite hook depasunent 
wh company had its book dep nt. 


for information about your product and what it can do! with publications on parallel lines. 
Eventually, material began to overlap 
In 1909 the merger took place, form- 
> p he t . tent i t hich only the -- : 
coverage of the nat:2n's most consistent industry which only the Meat an the MéGeaw Tih Beak Go. Macesins 
Packers Guide provides at low rates. It provides a foundation for tivities did not icin until 1917. when 
effective advertising and selling to the meat industry that can be used the McGraw-Hill Co., later the McGraw- 
Hill Publishing Co. was formed 
MeGraw-Hill beoks except trade 
books for the general public under the 
lat ) g 
and related concerns Whittlesey House imprint have all 


You can not afford to be without this complete year ‘round buyer 


and developed in all sales approaches to the field. It should be used 


by every manufacturer with products or services to sell meat packers 


Let us tell you how you can sell ‘em by telling ‘em in the Guide ed pure or applied science, manage 


ment. business, industry, social science 


or related fields. The company has built 


a *16,.250 An averoge of 2.5 hey buying 

Always af the fingertips end operating oficiels use each 1 line of about 2.400 active titles. cover- 
copy of the Guide ng almost every branch of science. en 

gineering and related fields and will, 


this vear. put out about 275 new and 


FORMS CLOSE MARCH 15TH revised titles, or 6,000,000 copies 
The company is organized with nine 
. - whlishing departments and 13 support 
A “NATIONAL PROVISIONER” PUBLICATION 
rvice divisions. Each department 
functions as a relatively independent 
unit, with separate editorial, sales, ad 
vertising and technical editing staffs. 
Design, illustration and manufacturing 


Ley Me Paella olla PS cele le Me ME LLP iepartments back up the publishing 


mits 
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It takes Petroleum Processing circulation to reach 


tthe men you must sell 


Miss a single important man, and a sale may go out 
the window. That's true in most selling, particularly 


true in selling to the refining field. 


There, many a head must nod approval before 
vou get an order. Often, the final decision is handed 
down by management. But, it depends largely (more 
than you may realize) on the opinions of superin 
tendents, engineers, foremen and chemists. the men 
who easily may be missed in the usual selling 


approach. 


Not all of these technical experts and operating 
men need be reac hed by everyone who sells the 
industry. Some may have the say on equipment, 
others on supplies and materials. The high degree 
of interdepartmental responsibility makes it difh 
cult to determine exactly which key men should be 
contacted on any given product. Thus, your most 
effective method is to reach all key men whose deci- 


sions affect plant purchases. 


That is why Petroleum Processing with more thar 
10,000 circulation—-the largest in the field pro 


vides adequate coverage by giving you complete 


coverage. It's why this carefully controlled distri 


ution includes more than 7,600 copies monthly to 


PETROLEUM 
PROCESSING 


@ Greatest Market Coverage 
© Top Reader Preference 


@ Lowest Cost Per 


1000 Readers 


these four buying influence groups, almost twice as 
many as can be reached by any other refinery 


publication. 


Somewhere in this group are men whose opinions 
will make or break many sales for you. Take no 
chances of failing to tell your story to the big four. 
Reach the superintendents, engineers, foremen and 
chemists — as well as management—thoroughly and 
economically through advertising in Petroleum 
Processing, the publication that reaches all the men 


you must sell! 


Superintendents .. . 1,829 


Engineers .. . 3,579 


Foremen ... 1,262 


BEST READ BOOK, TOO! An independent survey organization 
reports that, in the largest and most authoritative study ever 
mode of reading habits in the refining industry, 91.4% of those 
interviewed reod Petroleum Processing and more of those 


who read it prefer it over any other magazine serving the field! 


1213 West Third St., Cleveland 13, Ohio .. . Offices in New York, Chicago, Philedeiphic, Houston and Los Angeles 
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284 
344 
162 


252 
158 


30 MAJOR PRODUCT GROUPS 








430 | WOODWORKING MACHINERY 


BAKERY MACHINERY 
BUSINESS MACHINES 
COIN-OPERATED MACHINES 
COMMERCIAL APPLIANCES 


COMMERCIAL LAUNDRY, DRY CLEAN- 
ING AND PRESSING MACHINERY 


COMMUNICATION AND 
SIGNALING EQUIPMENT 


ELECTRIC CONTROL EQUIPMENT 
ELECTRIC MOTORS AND GENERATORS 
ELECTRICAL EQUIPMENT AND PARTS 
ELECTRO-MEDICAL EQUIPMENT 
ELECTRONIC AND RADIO EQUIPMENT 
FARM EQUIPMENT 

FOOD PROCESSING MACHINERY 
HEATING EQUIPMENT 

HOUSEHOLD APPLIANCES 


INDUSTRIAL MACHINERY AND 
EQUIPMENT 


INSTRUMENTS AND TEST EQUIPMENT 
LAMPS AND LIGHTING EQUIPMENT 
MACHINE TOOLS 

METAL-WORKING MACHINERY 
PACKAGING MACHINERY 


PHOTOGRAPHIC AND 
PROJECTION EQUIPMENT 


PLATING EQUIPMENT 

PORTABLE TOOLS 

PRINTING AND BINDING MACHINERY 
PUMPS AND COMPRESSORS 


REFRIGERATION AND 
AIR CONDITIONING EQUIPMENT 


TEXTILE MACHINES 
TRANSPORTATION EQUIPMENT 











ee D> 


PREWAR 
MARKET 





2467 GAIN 


IN SHIPMENTS OF 


ELECTRICALLY 
OPERATED 
PRODUCTS 


POSTWAR 1947 VS. PREWAR 1939 


BASED ON DOLLAR VALUE OF 
MANUFACTURERS’ SALES AS 
REPORTED IN CENSUS OF 
MANUFACTURERS, DEPART- 
MENT OF COMMERCE. 


For classified check list of the more than 
1800 different types of electrically operated 
products designed by ELECTRICAL 
MANUFACTURING readers, write for 
booklet, “From Adding Machines to X-Ray 
Equipment.” The Gage Publishing Com- 
pany, 1250 Sixth Ave., New York 20, N. Y 
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PRODUCT-MAKING MARKET 


SPEARHEAD YOUR §$ 
BUILDING PROGRA 


Reacu and cultivate this active, volume market with a full program in 
ELECTRICAL MANUFACTURING—the design publication which, because of 
its specialized editorial appeal, gets closest to the technical interests of the 
engineers and designers of all electrically operated machines, appliances and 
equipment. Check a current issue and see for yourself the scope and direc- 
tion of this reader stimulation. @ In all plants making electrically operated 
products, ELECTRICAL MANUFACTURING seeks out and reaches all the pri- 
mary factors of influence in the selection and specification of materials, 
metals, electrical and mechanical parts, equipment and product finishes. 
Every primary reader is germane to the function and purpose of the pub- 
lication...no “‘fringe’’...no waste! 
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ARMCO STEEL CORPORATION 


SOLVES ITS “GREATEST 


CATALOG PROBLEM” 


“We have been using Sweet's Catalog Service for 30 years and 
are now working on plans which will include 8 Armco catalogs to 
be distributed through Sweet's during 1950. 


“We have quite a large number of products that are useful to 
designers, engineers and architects; and to industrial, production 
and construction executives. Perhaps our greatest problem is to 
place the right information in the hands of the right people when 
they need it. That seems to be the primary value offered by Sweet's. 

We frequently remind prospects where they can find additional 
information on our products by mentioning in our trade and tech- 
nical magazine advertising that the Armco catalogs are available 


in Sweet's Files. 


We think that catalog files of this kind, well prepared, logically 
arranged, and carrying sufficient material to insure their uxe—when 


placed in the hands of the right people—can be very helpful to us.” 


H. V. Mercer, Manager, Advertising Department 
Armco Steel Corporation 
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Here’s the way 
Sweet’s Catalog Service 
works for you: 


ARMCO FOUNDATION PIPE 
CATALOG DESIGN 


Custom cotalog design by Sweet's starts with 
consultation with you to determine what 
information is needed to bring about the 
buying action you desire — specificotion, 
request for sales call, direct order. Then 
follows organization of the information in a 
bosic pottern for making your catalog 

easy to use and to understand. Next comes 
selection of the most effective form for the 
cleores! statement of each foct—-text, table, 
diagram, ilivstration. The result is a unit of 
These Armco catalogs buying information specially designed to 
bring you ond your future customers together 
each specially designed for > ; in the shortest time and with the least effort 


market, ore distributed by 


CATALOG PRODUCTION 


Sweet's in the industrial and 
Becouse of the great number of manufacturers’ 


construction fields catalogs hondied each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. 
You may order your catalogs in any desired 
quantity — part to be distributed by Sweet's 
and port, if you wish, to be delivered to you 
H you prefer, you may print your own 
catalogs and deliver them to Sweet's for 

e. _— filing and distribution, in which case charges 


ut 
NA 7S. are lower than those for the complete service 


on oe, CATALOG DISTRIBUTION 
| te : When your catalog is distributed by Sweet's, 

itis delivered to prospects of top rank 
buying power in the morkets of interest 
to you. Sweet's spends more than $150,000 
yearly to locate, qualify and select the firms 
and individuols who represent the bulk « f 
buying power in each market served 
Furthermore, your catalog remains in the 
office of each recipient, instantly accessible 
at oll times. This is accomplished by 
distributing it in a bound, indexed collection 
(file) of manvfacturers’ catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting catalogs 


used by prospective customers 


MOGt THAN 1100 MANUFACTURERS BisTaisuUT? THOR CATALOGE THPOVGH Sweer's, 


Qweets catalog service 


DIVISION OF F. W. DODGE CORPORATION «+ 119 WEST 40th STREET, NEW YORK 18, N. Y. 


GETS THE RIGHT INFORMATION... , THE e#1Guwr PEOPLE... AT THE wiawr Time 
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a aE 
1950 


Trends 


A review, by business poper editors, of conditions within 
industries which influence industrial marketing procedure. 


1&7 


CATALOG FILE 


Carried More Advertising 
than any Single issue of 
any farm equipment pub- 


lication in history! 


@ Over 240 pages of ad- 


vertising in this issue. 


@ Over 330 advertisers 


used this issue. 


* 


As usual... 


IMPLEMENT & TRACTOR 


led its field in total 
Advertising volume in 1949 


IMPLEMENT 
TRACTOR 


KANSAS CITY 6, MISSOURI 


Good Market for Auto 
Industry Seen in 1950 


Despite the industry's all-time-high 
production of more than 6,000,000 auto- 
motive vehicles in 1949, the year«nd 
found dealer new-car stocks generally 
at a rather low ebb. And though there 
has been a radical change since the 
early part of the year, it is still diffi 
cult to get prompt delivery on some of 
the more popular makes and models of 
cars 

The 1950 sales and purchases of 
equipment and materials in the automo- 
tive field will apparently run some per 
centage points below the record sales 
tallied up in 1948 and 1949. Production 
of new cars, which attained the highest 
figure in history in 1949, is expected 
to shelve off after the first six months 
of 1950 

Many new buildings have been erected 
being contemplated, 
which will mean a vast market for 
equipment manulacturers Price changes 
will likely be negligible except where 
2djustments have not already been made 
to meet competition. Automatic trans 
missions on almost every one of the 


ind more are 


lowest-priced standard automobiles can 
be expected before the end of 1950 
Volume in 1949 automotive parts, 
equipment and service, down about 
15 us compared with 1948, is still 
far in excess of what it was in any 
T. W. McAuster, edi- 
director Southern Automotive 
Atlanta, Ga 


prewar years 
torial 
Journal 


Oil Consumption Up, Plus 
Need for More Equipment 


Prospects for the sale of oil field 
irilling and producing equipment are 
brighter now than at any time since 
the beginning of 1949, with indications 
of more oil field equipment to be sold 
this vear than last 

Exceptionally great facility expan 

in 1948, plus the drilling of a ree 
enabled the 
overcome its 
such an extent 
supply was created. By 
ction last year, the in 
rsupply problem 

a good all-around 
onsumption should 
ust part of “49 and 


will require addition 


al enlargement of producing rates. 
This improved outlook, plus assurances 
that purchasing volumes are to resume 
more normal relationships with drill- 
ing rates indicate that oil industry 
equipment purchases will be up. Pros- 
pective drilling rates point to a postwar 
“normal” above prewar average vol- 
umes.—L. S. Dantes, editor, Petrole- 
um Refiner, Houston 


LP Gas Industry Expects 
Expansion in 1950 


The 1950 expansion outlook in the 
liquefied petroleum gas industry is 
good. Increase in sales of fuel, appli- 
ances and equipment should not be less 
than the average 26.8% which occurred 
during 1945-1948. Total marketed gal- 
lonage for 1950 should be close to 4 
billion gallons. 

Liquefied petroleum gas price trend 
is down, due to ample production at 
refineries and natural gasoline plants. 
Increased production of railroad pres- 
sure tank cars and highway transports 
has solved the transportation problem, 
and larger consumer, dealer and re 
finery storage promises to avoid any 
winter shortages 

Butane’s increasing use in the chem 
ical industry and for blending with 
gasoline has made it a premium fuel. 

Greatly increased demand will be 
found for butane-propane gases, used 
in house heating and internal combus 
tion engines, especially tractors 
Lynn C. Denny, editor, Butane-Pro 
pane News, Los Angeles 


Investments to Decline 
in Electric Systems 


Investments in electric system ca 
pacity this year, expected to be about 
$2.5 billion, will be only slightly under 
last year’s construction rate, or about 
$3 billions 
shifting from power produc 


Emphasis on constructioh* 
plans is 
tion facilities to transmission and dis 
tribution 

The growth rate of the industry, un 
ler normal conditions, and from actual 
and estimated figures of peak lead and 
uutput, should stabilize at about 5% 
per year. By the end of last year the 
planned to have 63,489,039 
Exist 
mount 


projects 


ndustry 
kilowatts of productive capacity 
ne comr 


itments will up that 


Continued on Page 109) 
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Why waste your money 
in industries that are not buying? 


Pick a Field 
hat is Buying 





You can get orders and 
profits out of Structural Clay 
Products, Refractories, Sewer 
Pipe, and Brick industries 


covered by 
BRICK & CLAY RECORD. 





No other publication 
can bring your message 
to this field. 


An 8 page outline of the industry's future — a R j C K & C L A y a E C 0 eS D 


reprinted from the September issue of BRICK 
& CLAY RECORD is yours for the asking. Also The World's Leading Clay Journal 
o bootlet on your sales possibilities. 5 SOUTH WABASH AVE. ¢ CHICAGO 3, ILLINOIS 
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~ What do construction UT 
. Sa | 


with a and 











prints have to do 


materials sales 2 


Blueprints and specifications reduce every construction project to 
a matter of products — the materials, the installed equipment that the 
construction engineers, designers and architects consider most suitable 


If your product belongs in the “specs,” but isn’t there, it’s easy to 
see why you've got a battle on your hands. The sort of costly, time- 
consuming, “spec”-breaking battle that consistent, informative adver- 
tising in ENGINEERING NEWS-RECORD helps to avoid, or at least 
shorten, by keeping such products constantly before the “spec”-writing 


experts 


But what do the blueprints and “specs” have to do with construction 
equipment sales? 


Plenty 
They show the contractor what has to be done. 


He interprets them in terms of equipment and tools — the equipment, 
the tools he knows he'll have to have, to get the award and handle the 


job at a profit 


That's why Encrneerinc News-Recorp carries more construction 
equipment advertising than any other publication in the field — to 
keep the largest paid contractor-subscriber audience in the world 
familiar with which makes of equipment and tools can help them do 
what kinds of work — better, faster, more profitably. 


7 F 
Hil 
fill 
i 


ENGINEERING News-Recorp is the weekly newsmagazine for all the 
kinds of construction experts — contractors and builders, staff engi- 
neers, architects and consulting engineers. It keeps them all posted — 
and has for 75 years — on significant trends and developments in the 


i 
| 
Hilt 


economics, planning, design, construction, operation, and upkeep of 


: 


every kind of engineering construction everywhere. 


| 


Let advertising in ENGINEERING News-Recorp match your product’s 


advantages to your prospect’s needs. 


FOR THE EXPERTS WHO PICK THE 
PRODUCTS FOR CONSTRUCTION PROJECTS 


McGRAW-HILL PUBLISHING CO., INC. 


3230 WEST 420 STREET, NEW YORK 18 








MEET YOUR 


@ He's your “super-salesman.’’ He contacts 
62,000 construction men every month. He 
brings your prospects to the door of your Dealer. 
He tells buyers where to buy and helps your 
Dealer close the sale. That “‘super-salesman”’ is 


your ACP Regional Construction publication 


No other single publication or group of publica 
tions covers the construction industry as com- 
pletely as effectively on a local selling 
level as does the A.C.P. group. Only these 
twelve time-tested publications offer you maxi 
mum market coverage. And only in Regionals 


can you identify your Dealer month after month 





This modern “middle-man” commands top 
readership . . . because A.C.P. Regionals “‘Sell 
Like Your Salesmen Sell". . . by talking loca/ 
bids, local awards, local job methods, Joca/ 
people and your Dealer 


This “super-salesman's”’ salary is amazingly low 
— and flexible. You can buy any or all A.C.P. 
Regionals to fit geographic markets or seasons 
. or blanket the nationwide construction 
market. 
There’s a book that tells the complete A.C.P. story 
— full of market, circulation, and rate facts. It's 
entitled, “The Sales Power of A.C.P.”. . . and it’s 
yours for the asking! 


62,000 CONSTRUCTION MEN “Meet” your DEALERS ViA ACP RECIONALS 


ASSOCIATED CONSTRUCTION PUBLICATIONS 
BULLETIN 


# G.L. ANDERSON, Sec'y 


MID-WEST CONTRACTOR 
Kansas City, Missouri 

MISSISSIPPI VALLEY CONTRACTOR 
St. Louls, Missouri 


TOTP Lumber Exchange Bidg.. Minneapolis 1, Mine 
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ELECTRICAL 


YOUR CHANCES OF BEING SEEN ARE BETTER THAN 3 OUT OF 4 


... when you pre-file your product information in McGraw-Hill Catalogs 


this? What 


used as a measure’ Well, here are some 


How do we know was 
of the details of an investigation con- 
ducted late last year 

THE PROBLEM was to determine the 
chance of product data being seen in 
McGraw-Hill Catalogs. For this purpose 
we selected the Motor and Generator 
Standards Pre-Filed by the National 
Electrical Manufacturers Association in 
the McGraw-Hill Electrical Catalogs 
for Product Engineers. This insert was 
selected because it was not an indi- 
viduai manufacturers catalog, the use 
affected by 


s ake or brand- 


of which would be such 


marketing influences a 
name preferences, business publication 


‘ 


THE APPROACH was direct and simple 
Letter-questionnaires were directed to 
200 product engineers selected at ran- 
dom from among regular recipients of 
the catalog. They were asked if they 
had seen the NEMA insert 

THE REPLIES, coming from 
those queried, 
of the chance your catalog has of being 
seen when filed in McGraw-Hill Cata- 


139 of 


indicate a new measure 


logs and that chance ranges between 
74 and 91 in every 100 

WE WILL BE GLAD to send you a com- 
plete tabulated report of the results, for 
We think it will 


catalogs 


your own appraisal 
convince that 


should have an important place in your 


you pre-filed 








advertising, et sclling program 


McGRAW-HILL CATALOG SERVICE 
330 West Forty-Second Street, New York 18, N.Y 


BUYERS BUYERS seeking SELLERS use Cotalogs” 


se Advertis ng 
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U. S$. EXPORTS TEXTILE MACHINERY 


‘ses 
‘kLwoe 
eee PROC 1 On 





FoR EXTRA 


TEXTILE MACHINERY 


SALES 


Over $100,000,000.00 extra for U. S. textile 
machinery maonulocturers from export mar 
bets in the first eight months lost yeor One 
third of this ($33.797,000.00) wos taken by 
Lotin Amer mn mills 


Latin-American business is good business 
it does not 
Financing, Marshall Plan or other grant 
in-aid. It depends solely on the 
Bice for 
American manufacturers. Most of thes 
Manulacturer use TEXTILES PAN 
AMERICANOS to create and maintain 
preference for their equipment in Latin 
Amer ix 
tho the 


lepend on shot-in-the-arm 


preter 


American ¢ quipment «reate d by 


om mills, Tt is the low-cost way to 
job effectively 
Because the 


{ dollars in coffee. rice, oils, ores and 


Ll nited States buys millions 


rther preducts from Latin- Americar 
ountree hey have a continually-ceplen 
ished faumd of dollars for the purchase 
of designated essentials. In these lists of 
esentials, textile machimery stands very 
high. No textile machinery firm has fully 
exploited its sales opportunities until it 
has presented its line to Latin-American 


textile manufacturers 


L385) 
CAAMELLCEAMO4- 


sells them becouse 
it “telks their leagueege.” 


570 Teh Ave... New York 18. N.Y 
24 


Problems 


By KEITH J. EVANS 


Magazine Prepayments 


Reeently | talked with a space 


representative regarding prepay 


ment of advertising im trade pa 
pers 
It reminded me of an address you 
gave many years age on saving ad 
1 dollars by prepaying ad 
ng m publications that were 
tandard on schedules and when 
was known that to de so would 
net run inte any cancellations of 
Do you 


of any publications which of 


hanges in the schedule 
know 
t prepayment discount’ Of 
would you say that that was a prac 
that was engaged in many years 
o but no 


longer exists’—-Ap 


VERTISING MANAGER 


As a general rule publishers are 
not parte ularly interested in accept 
ing payment for their advertising 
space a year in advance. However, in 
cases where a customer has made this 


i practs for many years, they are 
mually willing to go along 
Two advantages are 
l The prepayment discount, whik 
ail makes the deal practe al tron 
nmercial standpoint 
2. If and whet 


you run into a bad 


ur : part of your advertising ts 


which 


balance of your 


nables you t 


ilready paid 

sintain the vdvet 
sing on a better schedule than might 
rither wise he possible 


On the negative side there are the 


rul sher may go out of busi 
r you may wish to cam el or alter 
during the vear 
makes it a 
keep 


advertising 
This practice als 

ore difficult to 
et straight 


your 


Continuity 


heen search 


» what makes 


ld be 
nsertions it 


(iver a 


siX per vear 


or even less? Would the size of the 
ad have some difference on num 
ber of insertions? If quarter-pages 
were used, should there be more 
per year than half-pages or full 
pages ° 


should 
haif-pages be used than full-pages 


fi color is used, more 
to insure continuity? Is there a dif 
ference hetween continuity in busi- 
ness papers and consumer mag 
azines? 

In doing extensive advertising in 
what are some 


business papers 


suggestions for reducing costs of 
art and layout? 

In many magazines the rate pet 
page imsertion is less than cost of 


While this cost 


bearing on whether 


ml 6preparation 
should have no 
or not you use a publication, I do 
think there is some definite ratio 
or rule of thumb which is generally 
followed by advertisers 

I would appreciate any comments 

’ 


you may in able to give me 


VIANAGER Trad 


We like your 


bring down these 


Promotion 


interest in trying to 
words “continuity 
ind “repetition” and give them prac 


tical meaning. We wonder, however 


if this can be done in the size of a 


short book to 


Some of your questions probably 


cover the subject. 
never have been studied on an opinion 
research or result basis close enough 
to give answers that would serve as 
general rules 

Certain services and products are 
at the low end of the list 


omes to reader-interest. Many people 


when it 


would agree that wood, steel and other 
ommon materials have a ger eral low 
than 
ind pl stics 

throug 


various checks and surveys we have 


er interest value newer sub 


stances like 


OWwer a 


rayon 
period oft vears 
studied, we believe that if a full page 
s used in a monthly magazine about 
three to five of the 


seen by the average re ader 


12 ads will be 
This has 

sused us to believe that it is unwise 
to use less than 12 insertions in a 
monthly publication 

In a weekly magazine we usually 
ree ommend hetween 2 and 24 pages 
For fractional page space the question 
hecomes more difficult 


Continued on Page 130 


In most cases 
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WALTER E. TRAUFFER 
Editor 


Grodvote civil engineer. Member of the editoria! 
sto for 23 yeors. Before coming with and 
Quorry he worked os on engineer on concrete 
dom. bridge ond building construction He hos 
probobly visited more nonmetallic minerals and 
oncrete manufacturing operctions in America than 
ony other mon. This, together with attendance of 
ndustry end technico!l association meetings dur 
ng oll these yeors, hos given him a volvabie fun 
of experience and information about these indus 
tries ond their problems Member of Americon 
nstitute of Mining ond Metallurgical Engineers 
ond Chicego Engineers Club 


WILLIAM M. AVERY 

Senior Field Editor 

Grodvote vil engineer who hos been a member 
of the editorial stoff for six years, during which 
time he hos troveled widely wisit operations 

field and attending industry osse 
a! meetings Before joining Pir 
stoff he was for ten yeors engoged 


design ond development of machinery 


heovy industry Member of Americon Assn 
Engineers, American Society of Mechanica! Eng 


neers and American Concrete Inst 


ARRY F. UTLEY 

Pacific Coast Editor 

member of the editorial staff for nearly 20 

has troveled widely and written imany a 

the past four ars the Pacific Coast has 
Atte coving college, ‘e 
the feild of cement or 


me yeors ossocicted w 


Assn 


DOWARD J. BRUNENKANT 
Field Editor 

of the stoff three yeors ogo 
the U.S. Army in the Pacifx 
he hod five yeors of college 
hemical ond civil engineer 
emented by practical field exper 
and a large Midwest 


HAROLD 8. DRIMILLA 
Field Research and Production Editor 
ournal istic 
ne writer 


embodies 





MARIE E. ANSEL 
Assistont Edstor 
the editorio tof 
ve in vorious 

1! yeors She 
ems and 
Member of the 


Press Wormer 


WOLF G. BAUER 
Contributing Editor 

degree in ceramic eng 
1g other high scholastic honors 
2! experience in the 

< mnerols ndustres 
he hos been o leocmg 


field. spe 


ggregotes, fuidiza 
for Pit ond Qu« 








Wielate 
> QUARRY 


So. CLARK ST., CHICAGO 5, ILL. 


First in the Field 























Third Annual For 1950 


The Officers and Directors of 


THE NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION 





invite you to compete for the 





PUTMAN AWARD 


of 1950 


. an Annual Award of $2,000 


for the best use of industrial advertising 


and the best documentation of such use... in making 


more effective the selling of products 


or services to industry 


for the advancement of industrial advertising . 
wind industrial advertising men 
Ent — Your entry will make a definite contribution to the 
niries accepted u - . 
to May 1. 195% betterment of your profession 


to the gaining of 
greater recognition from Top Management. 
Details on request PUTMAN P ISHING COMPANY 
Membership in NIAA , 

not required SSI J 


> * 
\ 
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MR. TPR says: “7 taftwence billions of 


*Typical Metal Progress Reader. 


purchases annually in the 


metal industry” 





96% of these Typical Metal Progress Readers are 
influenced by the advertising they read in Metal 
Progress. 88% of them recommend, specify or 
purchase equipment, material and supplies used 
by their companies. And 76% of them acted on 
advertisements they read in Metal Progress within 
the past year. 


Tell these 21,000 Metals Engineers who read 
Metal Progress about your products and services 


= 


i. 


like The Dow Chemical Company does. Factual 
advertising based on engineering reason-why 
has made Dow's story effective. 

Write for a copy of an impartial survey that 
shows how important MR. TMPR (pronounced 
Temper) is in buying your products, 


METAL PROGRESS 
7301 Euclid Avenue Cleveland 3, Ohio 


Largest Engineering Circulation in the 


Metal Industry. 
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HOW MUCH DO YOU KNOW ABOUT 


Alert and Saleswise the Man Who Scores High on This Metalworking Quiz 


Answers at bottom of this page. Score 10 for each correct answer. If your 
score is less than 100, be sure to read how you can know all the answers 
next time questions like these come up about your biggest 1950 market 


TRUE FALSE 


There are now over 19,000 metalworking plants with 21 or [] [] 


more workers each 
Metalworking now employs almost 4.5 million workers 


The Southern States have been slowest of all areas in modern- 


izing their metalworking production shops 


The amount of over-age and obsolete machinery and equip 
ment in metalworking production shops is greater now than 


it was in 1945 


Over 25% of all machine tools are now owned by the U. S 


Covernment 


Metalworking’s machine tools are relatively more modern thar 


ts metal-forming equipment 


Among Metalworking’s 15 manufacturing divisions, aircraft 
manufacturers have the lowest, automobile manufacturers the 


highest, percentage if machine tools over 10 years of age 


Of Metalworking’s 1 manufacturing divisions, Fabricated 
Metal Products Manufacturers have the most workers and 


production machines 


Maintenance shop » th yn-metalworking industries have 
been very active i he of new machinery and equip 


ment 


Of all metalworkir aga ‘ a nist offers you 


the most readers and the most readers with top buying power 
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YOUR BIGGEST INDUSTRIAL MARKET? 


Not everything, for sure. Nobody does. Metalworking is simply too big and too 
active. But more facts are available to you now than ever before...and they are 
as near to you as your nearest American Machinist representative. 

Do you need his help? The quiz on the opposite page will give you a clue. 
The answers to any of these questions you don’t know...and to thousands of 
others directly geared to helping you sell more effectively in 1950’s metalworking 
markets... are in his hands right now. So get in touch with him soon...and ask 
him to bring you all the facts and figures he has for you in the 96 pages of... 


The Mid-Century Inventory of Metalworking Production Equipment 
and 1949 Census of Metalworking Plants 


Here...and nowhere else...is the information you need in determining where 
your biggest 1950 sales potentials lie. Here are the facts on the number of plants 
and employees in each of Metalworking’s 15 manufacturing divisions and 25 major 
production areas. Here are complete statistics on the number and age of 155 major 
types of production equipment operating in each of these manufacturing divisions 
and areas. Here, also, are the first figures ever published on the amount and con- 
dition of metalworking production equipment in the maintenance shops of non- 
metal-working industries. 

94 charts and tables...all yours...and ready now to help you boost your 
1950 sales to America’s biggest and most aggressive industry. So we'd like to say 





once more... 


THIS IS _ A GOOD PLACE TO DO BUSINESS WITH 
! AMERICA’S BIGGEST INDUSTRY 


Call. or Write Your Nearest American Machinist Representative 


Atlanta 3 + R. Maultsby, 1011 Rhodes-Haverty Building, Walnut 577 
Boston 16 + J. H. Koch, 1427 Statler Building, Hubbard 2-4911 
The McGraw-Hill Magazine of Chicage 11 * Ray Deen, John P. Tiebout, 520 N, Michigan Ave., White- 
f 1 4-7900 
Metalworking Production Z | Cincinnati 8 + Robert H. Anderson, 1110 Delta Avenue, East 6110 
Cleveland 15 + A. F. Tischer, R. H. Anderson, 1510 Hanna Building. 
Superior 7000 
McGrow-Hill Building 4 Dallas 1 + J. H. Allen, First National Bank Building, Prospect 7-6064 
Detroit 26 + Philip G. Weatherby, 2960 Penobecot Building, Woodward 
New York 18 2-1798 
Los Angeles 14 * Carl W. Dysinger, 621 E. Hope St.. Michigan 360! 
' New York 18 + J. A. McGraw, Hugh Britton, 350 W. 42nd St., Longacre 
Member of the Audit Bureau Le : oS A 4-3000 
i S soRr ee a: Philadelphia 3 * David G. Jones, Architects’ Bidg., 17th & Sansom Btes., 
of Circulations and of the Rittenhouse 6-0670 
. " F . Pittsburgh 22 « A. F. Tischer, 738-9 Oliver Building, Atlantic 4707 
Associated Business Publications SSS San Francisco 4 + John W. Otterson, 67 Post Street, Douglas 2-4600 
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Here’s the 


biggest 


opportunity of the year 


to catch foundrymen 
ina 


buying mood 


v sell it to the foundries 
_wye 


Wherever Metals are Cast You'll Find THE FOUNDRY 
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54th ANNUAL FOUNDRY CONVENTION 
and EXHIBITION in CLEVELAND - MAY 8-12 


The coming gathering of the foundry “clan” promises to set new highs in attendance 


and, more important, interest in new machinery and equipment, improved materials 


and supplies. 


That interest has been generated by the general improvement in the demand for 
castings during the past few months and by the need for a continued drive for 
lower production costs. Foundrymen look for many more months of rising de- 
mand. In fact, an independent study of trends, over the next ten years, prov ides 

a sound basis for estimating that the record production of 16,000,000 cons of 
castings produced in 1948 will be exceeded many times before 1960. 


Small wonder that foundrymen are on the hunt for machinery and equipment 
that will provide more efficient and economical operation, increase produc- 
tion of castings and improve their quality. 


On wop of chat, speeded up operations in the foundries will accelerate 
wear and obsolescence, creating a replacement market of ample propor- 


tions. 


If you intend to exhibit at the coming show, well and good. But 
whether or not, you will be sure of getting an attentive and receptive 
audience of 35,000 foundrymen for your sales messages in THE 
FOUNDRY. Ic reaches all those in key positions—executive, pro- 
duction and technical—who have a hand in purchasing foundry 


equipment, materials and supplies. 


Two Outstanding Issues of THE FOUNDRY 
Devoted to Convention and Show Activities 


The Pre-Convention Issue for May 


Chis great issue of THE FOUNDRY will preview the 
convention, giving the highlights of this important week 
and a complete program of the show and technical ses- 
sions. This will be in addition to the regular features 
and technical articles—making the issue doubly valuable 
to foundrymen. It will be published well in advance of 
the opening of the convention. If you are exhibiting, 
make them want to see your new developments at the 
show. If not, you can’t afford co miss this opportunity 
of showing your wares in THE FOUNDRY which will 
be distributed at the show. 


Forms Close for May Issue on April Ist. 


"* °° fell te in 
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The Post-Convention Issue for June 


Another great issue which will contain, in addition to 
the regular editorial matter, a comprehensive and in- 
teresting story of the convention and show. It will 
interpret what happened in terms of benefics to all 
foundrymen whether or not they attended the show. It 
will be a grand opportunity for you to cash in on the 
foundrymen’s interest in what advances in their industry 
have been made and what are planned. With their en- 
thusiasm whipped up, they'll be ready to buy. Make sure 
your products are on the preferred list by using THE 
FOUNDRY Post-Convention Issue. 


Forms close for June Issue on May Ist. 


A Penton Publication, Penton Building 
Cleveland 13, Ohio 
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Right Now, Plan to 
simplify Your 
Next Year's Export 
Calaloging Job 


rhe biggest factor in the success of your catalog published by INGENIERIA INTERNA- 
is its availability to a prospective buyer at the CIONAL INDUSTRIA, and INGENIERIA 
exact time that he needs the information it con INTERNACIONAL CONSTRUCCION, in 
tains. To make this factor work for you, you Spanish, for information about your products, 
must not only be certain that the catalog gets be certain that he finds all the facts. The 1951 
into the hands of the man who can use it, but editions don't close until May Ist, and you have 
that he knows exactly where it is three weeks ample time to prepare a complete catalog for 
or three months later insertion. Don’t put it off. Send in your space 
reservation NOW and then plan on a real, 
honest-to-goodness, representative export cat- 
aloging presentation of your products and 


Picture the busy buyer in Latin America who 
receives many separate catalogs, and imagine 
the job he has keeping them all straight. He oh. 
would do well just to keep them a 


On the other hand, through the LATIN Why not simplify your entire export catalog 


AMERICAN INDUSTRIAL and CON ing job by making your insertion in these 
STRUCTION BUYERS GUIDES, published BUYERS GUIDES, the backbone of your 
by INGENIERIA INTERNACIONAL IN whole export cataloging program. We do the 
DUSTRIA and INGENIERIA INTERNA translation into Spanish free. Print your entire 


CIONAL CONSTRUCCION, in Spanish, this catalog (or have us do it) in a form which can 
be (1) inserted in the new 1951 editions for 


automatic pre-filing among the buyers in Latin 
American Industry, and the Construction Field ; 
(2) mailed out to important individuals on your 
customer-and-prospect list (or use our mailing 
lists): (3) retained in ample supply to meet 


buyer receives hundreds of condensed catalogs 
and he doesn't have to lift a finger to keep them 
in order. He receives these catalogs already 
indexed and bound in compact volumes, any 
one of them ready for instant use. No sorting 


no filing, no searching—it isn’t surprising that 
the busy Latin American buyer reaches for this individual requests received by your Export 


handy reference volume first when he wants Department. For inserts of this character you 


information are free to develop original layouts and use 
color, display type and bleed 
When your prospect turns to the 1951 editions 


of the LATIN AMERICAN INDUSTRIAI Write us for further particulars about the 
und CONSTRUCTION BUYERS GUIDES BUYERS GUIDES 


McGraw-Hill International Corporation 


~y 
Hoo ARTERS FOR BUSINESS INFORMATION © 330 West 42nd Street, New York 18 N. Y 


OFF! S—Arlonto Bost ago, Cleveland, Dallas, Detroit, Los Angeles, Philodelphic, Pittsburgh, St 
2shingt ver s, London. Rio de Janiero Mex > City Frankfurt. Paris Bomboy Meibourne otyo 
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INDUSTRIAL MARKETING 


What, When, and Where 
You Can Sel! to Uncle Sam 


The U. S. opens some new sources of the information 


that you need to negotiate or bid for a sales order. 


vv 


By STANLEY £. COHEN 


. to sell to the govern 


y= DON’T have to use a “five 
percenter’ 


ment, but you do have to put a lot of 
study and stick-to-it-iveness into a 
hunt for government contracts 

The public's business is conducted 
more honestly and openly than ever 
before. But, with contracts let th ough 
so many different offices, obviously 
it must take a lot of time for a com 
pany to determine where it fits in 


Last summer's investigation of “five 


PURCHASED ITEMS 
AND 
PURCHASING LOCATIONS 
OF THE 
DEPARTMENT OF THE NAVY 





percenters actually turned up very 
little evidence of widespread favorit 
ism in the award of government busi 
ness. Nevertheless, the investigation 
served a very useful purpose, tor the 
investigators “inspired” the govern 
ment to review its purchasing methods, 
and to make a conscious effort to 
provide more information and en 
couragement for smaller companies. 

Several steps have been taken to 
make the government more approach 
able to srnall business. The Commerce 
Department's field offi« es have been 
staffed with experts who will give use 


ful assistance to a novice beginning 
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FEBRUARY, 1949 


his way through government machin- 
ery. An “open door” policy has been 
proclaimed at 12 supply centers of 
General Services Administration, the 
central purchasing office established 
under Hoover Commission plans for 
simplified federal procurement. 


For confused men 


The most promising action has been 
at the Department of Defense. By 
order of Defense Secretary Louis 
Johnson, a “procurement information 
center” has been established at the 
Pentagon Building in Washington, 
with specialists of the three services 
who are equipped to tell inquiring 
business men what is being purchased 
and where. 

There are no contracts to be had 
at this center, but it is a focal point 
where a confused business man can go 
to get his bearings in the hunt for 
some of that $5.000,000,000 of busi- 
ness placed annually by the services. 

Actual purchase of the hundreds of 
thousands of items consumed by the 
services remains with hundreds of 


(Continued on Page 102) 














What It Will Take 


to Improve Your Show Exhibit 


A wealth of knowledge and techniques is yet to be learned before exhibitors 


get the sales results that are possible from industrial show exhibits. An exposi 


tion manager and observer of exhibit salesmanship for the past 20 years suggests 


who is to do the research and how it might start. And he offers some techniques 


that may help until the results are in 


: INDUSTRIAI 
most badly used of all media, 
could boost its sales results impres 
sively but will not until the exhibitor 
corrects two classic errors 

These are (1) preoccupation with 
secondary if not trivial exhibit prob 
lems at the expense of the pressing 
direct problem of learning how to 
make an exhibit effective and (2) re 
laxing of effort at the very point 
where it is urgently required—man 
ning the booth 

These criticisms of industrial ex 
position exhibiting—and some sug 


gesthons for correcting the situation 


34 


exposition, 


were olfered by Saul Poliak of 
Clapp & Poliak, New York industrial 
exposition management, at a meeting 
of the Chicago Industrial Advertisers 
Association and in a subsequent pri 
vate interview. His support of these 
riticisms and his suggestions to ex 


position exhibitors for improvement 


can be summed up as follows 


Choosing the right shows, preparing 
and manning the exhibit and measur 
ng sales results is a monumental job 
Who can the exhibitor turn to for 
retting it done for him? Advertising 


igencies ? management ? 


Exposit on 
Any of these pos 


B ? 
sUSINeSS papers 


sibly might do the job as a promo 
tional service. But the one closest to 
the entire problem from beginning to 
end, the one best qualified by the very 
nature of his operation is the exhibitor 
himself, or his advertising manager 

Agencies have not done a good job 
on industrial shows. They have added 
to the cost, but not to the effectiveness 
of exhibits. This is not startling, be 
cause the agency's service is limited to 
preparation of the exhibit and does 
not enter into the most vital phase of 
exhibiting—the selling that must be 
done, the manning of the exhibit. 
once the show opens 

Preparation and manning are close 
ly interwoven. Only the exhibitor 
can do the full job as it must be done 
for full effectiveness 

He can do these things alone or 
with fellow advertising managers, per 
haps through such a group as the 
NIAA, which is making a modest be 
ginning with its new committee for 
studying the effectiveness of industrial 
shows 

Probably one of the best ipproac hes 
would be employment of an outstand 
ing psvchologist and an outst2nding 
industriel designer to conduct a study 
into what elements and what combina 
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INDUSTRIAL shows like the Amer- 
ican Management Association's Na- 
tional Packaging Exposition (left) are 
impressive. But exhibitors may be 
missing the boat through preoccupa- 
tion with trivial exhibit problems. 


tion of elements can make the exhibit 
sell hardest. Such a team would need 
to study the more effective use of such 
exhibit factors as: 

Action. Failure to use and misuse 
of action are among the common fail- 
ings of today’s exhibits. 

Lighting. Some 90% of exposition 
booths are imperfectly lighted, a sur- 
vey has shown. 

Visitor participation. The full po- 
tentiality of this vital factor (giving 
visitors opportunity to work a gadget 
or demonstrate your equipment for 
themselves) has not yet been learned. 

Timing. How frequently should you 
and can you schedule demonstrations? 

Contests, souvenirs. Unless new 
ways of using them can be found, pre- 
liminary evidence is that few are 
valuable. 

Advertising 
comments from show 
phasizes the importance of distribut- 
ing literature. Probably the most suc- 
cessful system vet devised is the of.- 
fer of a card to be filled out by the 
visitor, to whom the literature will be 


literature. Repeated 


visitors em- 


mailed (a parallel to the coupon of 
fer in publication advertising) 
Telephones. It should take little to 
prove that the use of a telephone at 
the exhibit is the cheapest booth in 
vestment you can make. A telephone 
is mandatory to eliminate the garbled 
messages and bad communications. 
These ar 
most vital industrial show problem of 
all—how to make the individual ex 
hibit more effective. It is discouraging 
that the two hottest subjects in the 


umong the factors in the 


exposition field today are limitations 
on display heights and establishment 
of show evaluation methods similar 
to publication data compiled by the 
Audit Bureau of Circulations. The 
first subject is insignificant, the sec 
ond somewhat important. But neither 
subject has direct bearing on the pri 
mary problem—exhibit effectiveness 

Another major aspect of exhibiting 
thet should have priority for study is 
how to man the booth for highest 
seles. Until such studies are made, we 


must get along with what we now 


PREPARATIONS can be elaborate, 

like installation of this mammoth 

equipment for Machine Tool Show 

exhibit. But real work begins when 
show opens 


© 20 tips for manning your booth 


think we know. The following tips re- 
sult from 20 years of observation of 
exhibitors’ experience. Some are ele- 
mentary but are abused tlagrantly. 

l. Remember that the vital work 
of show exhibiting begins when the 
show doors open—and your booth 
personnel go to work. 

2. Make sure you 
booth representatives, but keep it in 
mind that having too many is almost 
equally disadvantageous. 

3. Be sure that your booth repre 
sentatives are men with full technical 
knowledge of your product line—not 
just men who can quote prices and 
delivery dates. One of the biggest com- 
plaints of show visitors is the inade 
quacy of some booth representatives, 
whose inability to provide informa 
tion makes their companies look ri 
diculous. 

1. Be sure your booth representa 
tives can demonstrate every piece of 
equipment displayed. If you have 
someone who can’t, make sure that he 


have enough 


doesn't try to do it but calls on sume- 
one who can. 

5. Never staff a booth with appres- 
tice salesmen. This does not prevent 
having several on hand to observe— 
because the exposition is an excellent 
training ground. 

6. Prepare a detailed schedule of 
personnel for each day of the show, 
for each period of each day, and see 
to it that every booth representative 
is completely familiar with the sched. 
ule and knows he must adhere to it. 

7. Prepare a detailed manual, to be 
sent in advance to all personnel, tell- 
ing the basic facts about the show 
and its audience, the products the com- 
pany will show, the literature avail 
able, the sales procedures to be fol- 
lowed, schedule of hotel accommoda 
tions, and all other information per 
tinent to the booth salesman’s most 
effective representation of your com 
pany in the show. 

8 Have a “dress rehearsal” of all 


(Continued on Page 140) 
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TECHNICAL PUBLICITY ¢ 


GOSSIP / 
PALL LISSA se 
ATFORM 


WE TALKING 


TO WHOM ARE 


WHAT ARE WE TALKING ABOUT ? 


PR 


Publicity Can Bring Sales 


If You Pinpoint Your Target 


A sales executive judges salesmen solely on their ability to develop orders. He 


gives the same treatment to sales methods, including publicity. But to qualify 


as a judge, he must differentiate carefully the confusing varieties of publicity 


targets and the equally 


varied publicity weapons. 


Only a strictly select com 


bination of targets and weapons will lead directly to measurable sales results. 


By HARRY W. SMITH JR 


i‘ rOP MANAGEMENT and its 
publicity staffs w i ly chart 
accurately the activities and the jobs 
to be done 


man, 


by the industrial publicity 


much confusion about his work 


eliminated and more 


vuld be 
mad subject with 


would be 
crete results w« achieved 
Publicity is a br 


a confusing number of phases chal 
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lenging a high degree of specializa 
It pays to kr 


rat il you want to 


chart and its 


»w what you are 
get results 

accompany ing 
analysis may dispel some of the vague 
ness and sharpen the outline of courses 
of action tor 


top management, sales 


and advertising executives and pub 
themselves 


of the 


ompany uses many means 


licity people 

The sales executive modern 
industrial « 
‘f communicating with buying groups 


l ’ his di 


his distributor (or 


Six are standard. He uses 


rect sales force (2? 
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dealer) of 
y departme nt and agency, (4) his 


ganization }) his adver 
tisin 
sales promotional experts (direct mail 
men, trade show spec ialists, company 
magazine editors and catalog produc 
his field-service or 


ers’, (5 ganiza 


tion and (6 his publicity men. 


Through each he channels informa 
tion carefully calculated to create de 
sire for the company’s products and 
to stimulate action based upon that 
desire 

The sales executive judges the men 
ind service that help him 


their ability to 


only in 
terms of develop 


orders Financial. production re 


search and family (employe and 


stockholder 


larv—not central 


matters are merely corol 
interests 

Accordingly. a vice-president in 
of sales inte rp rets the functions 


: public 


charge 
relations” 


1950 


of “publicity” and 





quite differently (and more narrowly } 
than his president. To him the signif- 
icant “public” is made up only of 
prospects, customers and distributors 

and the communicative “relations” 
he wants to have with this public con- 
cern only the products he has to sell 
and their usefulness. 


An arm of sales 


Those of us in the industrial pub- 
licity business who specialize in work- 
ing as an arm of sales, therefore, must 
differentiate the dozens of different 
types of publicity. Otherwise we can 
not develop methods which lead di 
rectly to measureable sales results. 
The graphical approach here pre- 
sented may help. 

In the accompanying chart, let the 
whole field of industrial publicity 
activity be represented by the large 
gray rectangle. Let the various chan- 
nels of communication available to 
the publicity man be represented by 
concentric rectangles within the total 
area. 

The hard central core of all pub 
licity activity, of course, is the use of 
the printed word—in magazines, news 
papers, house organs, business papers, 
technical journals. newsletters, and 
the like. This is “the press.” 

But there is also “the platform” 
the sneckers’ podinm. the microphone 
and TV camera. the lecture hall, and 
even the committee room. These are 
means of communicating your story 
by ear as well as by eye. 


Use others’ audiences 


Nor does the thoroughgoing pub 
licity man neglect “tie-ins and planned 
events” —those opportunities for uti 
lizing others’ audiences, and for bring 
ing your audience to the fact instead 
of the fact to your audience. The 
plant open house, the sponsored sym 
posium, the company training course, 
and the 


national campaigns, trade association 


tie-in of your story with 
programs, industry drives, and tech 
all these fit within the 
third ring of publicity activity. 

And finally, the least controllable 
powerful ) 


mechanism of communication for fact 


nical societies 


(though probably most 
and opinion about a company and its 
products, is word-of-mouth—“gossip.” 
The wise publicity man recognizes it 
and respects it, and wishes he could 
do more about directing it. His hope 


is that his efforts through the press, 


the platform and the planned event 
will serve to stimulate gossip in the 
right direction. 

fo complete the graphical differ- 
entiation of publicity activities, now 
divide the whole gray rectangle into 
three horizontal slices—according to 
the audience the publicity work is 
intended to reach. On the chart this 
division is labelled, “To whom are we 
talking?” Your audience may be the 
lay public, or the prospect-customer 
distributor (or dealer) groups. It 
may also be a purpose of your par- 
ticular publicity program to appeal 
to employes, or the residents of the 
plant communities, or legislative fac 
tors, or financial interests. 

Again, the rectangle may be divided 
vertically into slices according to the 
subject matter of the publicity pro- 
gram. This division is labelled, “what 
are we talking about?” The program 
may talk about the company, the in- 
dustry, or certain people. Or it may 
hew strictly to products of the com- 
pany and the technologies involved 
in their use, characteristics and de 
velopment. 

On such a chart, viewed as a map 
of all industrial publicity possibilities, 
various domains can be marked off. 
The nine smaller sketches are such 
graphical definitions of common pub 
licity activities. 

Technical publicity, charted at the 
lower right hand corner of the big 
sticks 
of product, addressing only 


rectangle, to the technology 
buyer 
groups. 

Product publicity (charted at “a”) 
may be addressed to the lay public 
as well. Business paper publicity (b) 
is particularized to media read by 
customer, prospect and distributor 
groups but may concern much more 
than the product itself. 

Public relations work (c). as gener- 
com erned 


ally conceived, is mainly 


with employes, steckholders, com- 


munities and the lay public, and sel- 
dom digs deeply into the technology 
of the product. Press agentry (d) is, 
in its classical sense, the business of 
working with the press only, placing 
most emphasis upon the daily press 
and general magazines. 

General publicity (e) cuts across 
all subjects and all publicity methods, 
but aims only at the lay public. Non 
technical industrial publicity (f) may 
roam the entire gamuts of subject and 
audience except for the heavy tech- 
story engineering 


nical requiring 
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know-how and long acquaintance with 
the language and problems of your 
particular buyer groups. 

Even a company’s speakers bureau 
can be charted graphically (as at“g”). 
Pure industrial relations work (h) 
aims at the employes, stockholders, 
Washington and the State capital (and 
generally involves the company’s em- 
ploye publication). One of the writer's 
clients even has a special promotional 
worker assigned to arranging events 


HARRY W. SMITH JR. 





A sharply graphic method 
of aligning publicity activ- 
ities and goals for better re- 
sults is presented in this 
third article on publicity by 
members of the Industrial 
Publicity Association of New 
York. Next month: devel- 
oping and placing the photo- 
graphic feature. 











and stimulating trade gossip, such as 
diagrammed at “i.” 

industrial publicity that is to serve 
sales purposes must emphasize prod 
ucts, and the technologies of their 
use, maintenance and development; 
and it must be aimed primarily at 
customer, prospect and distributor 
groups. 
the company itself, about the industry 


Excursions into news about 


and about personalities may be oc 
casional forays. 

From time to time the lay public 
may be indirectly a sales-worthy 
audience, even for a product sold only 
to industry and business. But sales 
are made by describing the usefulness 
of what vou have to sell to those you 
believe will buy it: and publicity 

(Continued on Page 104) 
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Long Term Plan Cuts Costs, 


Improves Packaging for IH 


By MERLE KINGMAN 


NTERNATIONAL Harvester Co.'s 
Milwaukee works is using an ad 
Verlising medium to cut manufactur 
ing production costs 
Cost cutting was not primarily what 
the company had in mind for the 
Inediur 
Binctive and not to be sneezed at. 


but the achievement is dis 


The medium is a modern fiber can 
Sontainer for the 250 different replace 
Ment parts for a fuel injection pump 
6n the Diesel e 


! agricultural crawlers 


s of the company's 
industrial 
and tractors 
The primary purpose of the fiber 
can with its two-color, shiny-finish 
label is to perform an institutional 
and sales help job by providing a fur 
tional, attractive package that will 
catch the eye, identify and give a good 
impression of the company and the 


product 


Outclassed Predecessor 


The fiber can, which is machine 
packed with rigid fiber sides and a 
metal top and bottom, will reduce 
packaging labor costs $5,800 in the 
first year ending in April, below costs 
for the hand-packed, heavy paper, 
tuck carton used formerly. Deducting 


$2.300 in additional materials costs 
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Industrial design offering both functionalism and a sales 


message sparks a program covering many things from 


one-inch containers to one-story buildings. 


PACKAGE for baler and binder twine 
was switched fr burlap to paper for 
stronger colors, protection 


for the new container, the total annual 
saving is $3,500. And what is more 
important will be a year’s production 
of more than 130,000 units packaged 
in a shiny new container that com 
plete ly ouk lasse s its predec cessor 

The old carton was tucked and 
sealed with label 
printed in blue directly on the natural 
color of the cardboard sizes. The new 
container is crimped together neatly 


tape, carried a 


und invisibly by machine, carrries a 


THESE are two of seven sizes of new 
fiber can for fuel pump parts. Old car- 
ton came in 17 sizes 


striking red, black and grey label and 
the number of carton sizes is reduced 
to seven. 

The fiber can for fuel pump parts is 
only one of the latest developments in 
a long term packaging and merchan- 
dising program launched by IH five 
years ago, broad 
variety of merchandising factors rang- 


encompassing a 


ing from the design of containers for 
small products and replacement parts 
to the design of industrial tractors, 


INDUSTRIAL MARKETING, February, 1950 





A MAJOR PHASE of International Harvester’s packaging program was a stand- 

ard, dealer building design with variations flexible enough to be adapted to dealers 

needs in different parts of the country. Only fixed architectural feature is the pylon 

for dealer's name and company insignia. Strengthening identification, pylon is 

painted same bright red used on IH products and packaging. IH symbol also is 
the same. Prototype was designed for orderly expansion as dealer grows 


agricultural equipment and even the 
buildings of dealer outlets. 

The program was inaugurated to 
correlate and improve the merchandis- 
ing operations of a company with 
many, largely autonomous plants mak- 
ing many different products in differ- 
ent kinds of packages under different 
trade-marks and names, such as Inter- 
national, McCorrnick-Deering, Triple 
Diamond and IHC. 

The packaging phase of the pro- 
gram was formulated and put into ac 
tion by a committee composed of 
representatives from the consumer re 
lations department— including adver 
tising and sales, purchasing, ware 
housing, packing, and loading. Addi 
tional committees worked on phases 
other than packaging 

The company appointed Raymond 


Loewy Associates, New York indus- 


trial design organization, to work on 
the program. Loewy, working closely 
with the committees, designed a new 
trade-mark, a color scheme and a key 
pattern for identification of the com- 
pany and all products. 

Part of the program, and probably 
the biggest job of all, was Loewy’s 
design of a prototype and variations 
for the dealer buildings, following a 
study of basic dealer functions and re 
quirements in various areas. The color 
scheme and trade-mark devised for 
containers was incorporated in the 


prototype, to make the most of the 


identification and repetition values in 
volved. 
The prototype and variations were 


adaptable to the smallest and largest 
dealers, who could expand their 
buildings at any time according to 
the designer's plan. The one feature 
appearing in all variations is the now 
common pylon, painted the bright red 
of IH products, carrying the new 
trade-mark and towering above the 
remainder of the structure. 

The company could not expect its 
6,000 dealers to construct new build 
ings overnight. But since the program 
started, approximately 1,000 new pro 
totypes or modified prototypes have 
been completed or are under construc 
tion and 250 more are in the planning 
stage. The company believes it has 
been successful in selling its dealers 
on the value of a prototype which not 
only will clearly identify all IH out 
lets, but will be adaptable to dealer 
requirements everywhere and easily 
In addition to dealers, the 
(Continued on Page 126) 


expanded 


BEFORE AND AFTER change {rom heavy paper carton to fiber can for packag- 

ing fuel pump parts is shown here. Carton at left carried neat, new standardized 

label and IH symbol. But switch to fiber can brought more striking colors, better 
water and dust protection and thousands of dollars saved in labor costs. 
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Highest Read Most Cost Ratio: 186 


TALVI advertisers got more 

readership for their money than 

the other 
issue of Power 

Does this mean that 

tisers write better 

else? It’s not likely. There were high 


and low scoring ads in both the valve 


advertisers in the October 


valve adver- 


ads than anybody 


and other-than-valve product groups. 
The impressive readership advantage 
for the 
are shown on 


credited to the probability that read- 


valve ads, all nine of which 


these pages, can be 
ers of Power have more than average 
interest in valve advertising. 

Cost readership 


ratios for each 


classification were: 


Read 
Most 


114 
100 


seen 


Assoc ° 


134 


LOO 


Noted 


Valve Advertising 12] 
All Advertising LOO 

It may well be that valve 
turers, although they undoubtedly 
would be happy to take credit for bet 


manufac 


ter ads, are more sold than other ad 
vertisers on the idea that readers have 
a strong interest in their products 
Because in a five-year period, more 
than twice as many ads for piping, 
valves and fittings have appeared than 
ads for any other product group ad- 
vertised in the publication. 

The theory that the valve ads gen 
erally better written to attract 
readership is shaken by their wide dif 
ferences in readership cost ratios. The 
highest Noted cost ratio was 183. But 
Read Most cost 


were 


the lowest was 61. 





Highest Noted Cost Ratio: 183 


| Tit 
perasfd j 


YARN AL) WARIO © 
se eee te 


Ome. = Anew see 





x 


2nd Highest Read Most Cost Ratio: 17} 


Starch Tests 


Industrial Ad Readership 


READERSHIP SCORES DEFINED: 


NOTED denotes the percentage of readers who, when interviewed, said they re- 
membered having seen an ad—whether or not they associated the ad with the name 


of the product or advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered 
seeing the ad and associated it with the name of the product or advertiser 


READ MOST denotes the per cent of readers who read 50% or more of the copy. 


COST RATIO expresses the relationship between the cost per hundred readers 
(who “noted,” for example) for a specific ad and the corresponding median average 
cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example 
would mean that the ad “stopped” 75% more readers per dollar than par for the 
issue, par being 100 and representing the median average cost. Thus a cost ratio 
above 100 is above average; below 100 is below average. 


ratios ranged from a high of 186 to 
a low of 29. 

This indicates clearly that no mat 
the reader is in 


ter how interested 


valves, the way a valve ad is written 
makes a big difference in how many 
will see and read the ad. The creative 
the most 
important deter- 
mining individual ad readership. 


factors in the ad itself are 


considerations in 


Three ads with leading cost ratios 
Walworth, Chapman, Yarway—-had 


these creative factors in common: 


(1) entire illustration was of valve(s), 
) valve was shown in cross-section, 


(2 
? 
> 


| copy fully explained cross-section. 
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—Noted 
fa 


Symbols and percentages show reader- 
ship scores jor each component part of 
ad. Scores jor each ad as a whole are 
at top. Readership scores are in per 
centages; cost ratios are in numbers. 

{ds and scores represent highlights 
of industrial advertising readership 
as reported by Daniel Starch & Staj/, 
Vew York. Ads .are from the October 
issue of Power. Next month ads from 
the November issue of Factory Manage- 
ment & Maintenance will be analyzed. 


4\ 


Seen-Associated 


Read Most 





Distribution Can and Must 
Alter Tomorrow’s Costs, Sales 


How distribution systems have been organized and improved for lower costs and 
higher sales in such industries as steel, anti-friction bearings, industrial furnaces, 
building materials and lighting has been discussed in a current series of articles 
in Industrial Marketing. Industry by industry, that series will continue. But we 
pause here with an expert who takes a long view of the entire distribution picture, 
how it is affecting us now and what all of us are challenged to do to make it 
work better in the future. 


By CHESTER H. LANG 
Vice-President 

Apparatus Sales 
General Electric C 


Schenectady. N. Y 


T= September issue of Fortune 
opened with a rather shocking 
statement: “The major cause of the 
recession, many a sales executive now 
admits (if not boasts) is that Ameri- 
can salesmanship fell down on the 
job.” 

While I’m not inclined to accept 
that claim without considerable quali- 
fication, it does indicate that the spot- 
light has definitely shifted, in the 
past year, from production to distri- 
bution—to the complex process of 
getting goods from the producer to 
the consumer. 

We have suddenly realized that the 
distribution end of our great economic 
machine is suffering rather badly 
from neglect. And as the recent re- 
cession indic ated “ver so gently 
it does not run in step with our new, 
high-volume production machine. 

Before we can make any significant 
progress, we'll have to clear away a 
dense growth of prejudice that hides 
the real targets in our distribution 
system. 

Consider the salesman—the key fig- 
ure in our distribution system. He has 
often been drawn as the arch-type of 
American, but he and his job are 
probably among the least understood. 

To many engineers, serious talk 
about salesmanship is like serious 
talk about cheerleading. Arthur Mil- 


Vital in distribution is the salesman. “Death of a Salesman,” starring Actor 


Thomas Mitchell (above) of the National Company may strengthen the public 
the blue. ridin’ on a shoestring and a smile ler, in “Death of a Salesman,” draws 


notion that he is “out there in 
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him as a ‘ragic-comic figure, “out 
there in the blue, ridin’ on a shoeshine 
and a smile!” | ask you—how are we 
going to make any progress in the 
field of salesmanship, with such snob- 
bish prejudice cluttering up our 
minds? 

The advertising man is a huckster. 
The wholesaler is a leech. Both are an 
economic waste. Selling, accounting 
and market research are necessary 
evils that don’t add a bit to the value 
of the product. 

These are not uncommon public no- 
tions, in addition to the one that “dis- 
tribution adds nothing to the value of 
the product.” Engineers, who do add 
much of the value to the product, are 
particularly susceptible to this latter 
fallacy. But let them consider: 

Production adds one value to the 
product: form utility. It gives raw ma- 
terials a useful form. 

Distribution, on the other hand, 
adds two recognized economic values: 
place and time utility. 

For example, fuel oil in the re- 
finery is given form utility—it will 
burn efficiently. But it takes distrib- 
utors and salesmen and advertising 
men and accountants and truck drivers 
to get the oil into your fuel tank at 
the cold 


place utility—when 


time utility. 


home 
weather arrives 


Where You Want li—When 


Does distribution add to costs? En 
gineers—and the remainder of us 
should recognize that distribution is 
our finest instrument to reduce costs. 

Management is full of production- 
minded men, who think that a new 
plant building is a better investment 
than money spent for sales promotion 

| 


simp 


! 
ince shee t 


1use it shows up on the bal- 
But that’s not always true. 
Often $150,000 invested in sales and 
promotion is a better investment than 
$150,000 for a new production fa 
cility. 

business, cus 


In our small motor 


tomers have always insisted on 


specials, and special-specials—even 


though costs might be higher, and de 
ago it was 


to order 25,- 


livery slower. Three years 
mathematically possible 
000 different motors from our hand 


books, with as many as 185 billion 


permutations and combinations—a 
complicated business! 

Constant investments in production 
facilities were necessary to carry on 


this terrific load. In 
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manufacturing 


1947 we decided to invest in an adver- 
tising campaign to sell our customers 
the idea of selecting standard motors. 

Results have been astonishing. As 
customers switched to standards, 
manufacturing and distribution econo- 
mies were achieved—and passed on, 
in the form of price reductions. We 
have cut our motor types from 25,- 
000 to 3,000. 

Distribution costs, including adver- 
tising, are fair game for management 
when it sets out to reduce costs. But 
let’s be sure we keep our sights on the 
real target—the final, delivered cost 
of the product. Sometimes it may be 
wise to increase the percentage of 
distribution costs in order to lower the 
total cost. 

How can we make our distribution 
system more efficient? Every business 
must carefully define its distribution 
functions, assign management of these 
functions to experienced and imagina- 
tive specialists, and put somebody in 
charge of the whole shebang, to co- 
ordinate and direct the company’s dis- 
tribution, or marketing, operations. 

With an organization of this kind 
you can get at your problems. You 
can study the distinctive functions in- 
dividually, isolate their costs, and take 
up questions of cost reduction in an 
orderly and measurable way. 

In our own there are 
eight divisions in the 
marketing organization, which deals 
chiefly in the distribution of capital 
goods for industry. All these functions 
directed by the 
marketing executive, toward optimum 


These di- 


company, 
apparatus 


are integrated and 


service to the customer. 
visions are 

1. A marketing research organiza- 
tion, to keep us posted on shifts in our 
markets, and help us forecast business 
trends. 

2. Advertising 
tion, whose work 


and sales promo- 


is carefully co-or- 
dinated with the operations of . 

3. Headquarter 
cludes customer groups and product 


sales, which in- 
groups. Most of these people are engi- 
neers. 

4. District sales—in 11 
tricts across the nation. 

5. Order 
divisions, at the factories and in the 


sales dis 


service and warehouse 
field, seeing that the customer gets 
the products he orders. 

6. Application engineering, also at 
the home office and in the sales of- 
fices, constituted for specialization in 
the varied industries we serve. 

Service engineering, which di- 
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CHESTER H. LANG 


rects the activities of our network of 
service shops. 

8. Our general staff, a very small 
group, composed of the general sales 
manager, the manager of application 
and service engineering, and a small 
placement and training unit for sales 
personnel. 

These are the functions we consider 
necessary to an industrial marketing 
organization. 

\ good paper organization, in it- 
self, will not necessarily bring about 
increased efficiency. All it can do is 
set up the environment for healthy, 
creative, human effort at all levels of 
operation. 

Most studies of distribution, a word 
that seems to imply mere mechanical 
transfer of goods, have been concen- 
trated on warehousing and shipping 


operations. For a change, let’s look 


at some other roles in industrial dis- 
tribution, where the engineer is vital- 
ly important: 


The Design Engineer 
Although not normally on the 
marketing payroll, the design engi- 
neer can make or break the marketing 
of your product. The spectacular suc- 
cess of Raymond Loewy and others 
gives ample evidence that products de 
signed and styled with distribution 
and with the customer—in mind can 
make old companies new, and new 
companies worth the risk. Errors in 
} have left 


design warchouses 
overstocked, and have clogged the 


many 


workings of our distribution system. 
Selling begins at the drawing board. 
(Continued on Page 94) 
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Editors Predict 


High Business Levels, 


Keener Competition 


Part Il 


SALES in industrial fields, with 
— several exceptions, will increase 
in 1950. a survey of business paper 
editors shows 

The survey is conducted annually 
Editors 


industry, ap 


by InpusTRIAL MARKETING 


forecasts, industry by 
peared in the January issue and are 


concluded here 


irchitecture 


Buildin , 1950 will be 
sbout as great su 9. Industry and 
government economists feel that pri 


vate construction will decline around 
shout $14 billions) 


expenditures increasing a like 


with publi 
dollar 
amount (a rise of 18 

Department of 
Bureau of Labor 
Statistics predict that this year will 


starts, (1 


Estimates by the 


fommerce and the 


or about GFOO.000 houwsing 
Rhese, private housing will account for 
BAD.000 units, compared with 960,000 
in 1999. while public housing w ll com 
60.000 to 80.000 unit m #2 
over 1949 
~ealled private residen 
will be public, 40% of it 
federal insurance guat 
purchase programs 


yu construction, gov 
upportesr 


{ total construction 


building will add 


m estimated 
llars in 1950. a drop of 26 
losern C. Hazen Jr... executive edi 


tref ll Forum 


Building 


Closing the biggest building year in 
history home builders who broke all 
records with nearly 1,000,000 dwelling 
units underway are confident that next 
year will be as good and for the first 6 
months at least, likely better than 1949 


44 


Only a slight decrease in prices, if any, 


is anticipated in materials or labor 


ates. However, availability of products, 
greater labor productivity, greater use 
of power equipment, and better plan 
ning schedules, enable builders to finish 
and this should 


be reflected in somewhat lower prices 


houses in shorter time, 


The trend toward a conservative type 
of contemporary architecture will be 
stronger in the ‘50's. Builders also will 
packaged 


include 
kitchens, et 


Taany ACCESSO0TICS, 
Home builders have de 
veloped an aggressive program to fight 
public housing on the local level——the 
passage of the Public Housing Act ( by 
has given them new spirit 


James M 


only 3 votes) 
to continue their fight 


Lancer, Practical Builder 


Physical volume of construction in the 
South and Southwest in 1950 should be 
as great in 1949. Diversified crops, new 
processing industries, new distribution 
depots, and increased defense activities 
in this region are expected to sustain 
high construction activity. Building ma 
continue ut 1949 


prutolie construction 


terials prices will 


levels. Increased 
will offset private building declines. Re 
will multiply, es 


Building of better 


pairs and remodelin 
per ally on farms 

qual ty homes will increase. So will on 
site house construction we of treated 
lumber and metal windows, and apy lica 
“lular coordination in archi 


Moors 


thor of ft 
tectural designs Donato I 


j j 
Souther 4 a Supplies 


Ceramics 


\ continuation of near-record produc 
tion levels is expected by the ceram« 
industry. Glass manufacturers. who set 
new production and earnings records in 
1949 and were almost untouched by the 
“recession, expect even higher business 
levels. More use of 


new products such as television tubes 


structural 
flat glass for new buildings, and cheap 
“one-way” beverage bottles are all help 
ing the glass boom 


Brick and tile plants will remain at 


capacity production to supply the build- 
ing demand, which has also revived the 
sanitary ware market after a slow-down 
last spring. —Hat Dakin, The American 
Ceramic Society Bulletin 

The ceramic industry expects 1950 to 
be as good or better than 1949 which was 
just slightly under the peak year of 
1948. Plate and window glass will in- 
crease sales with increased construction 
and automobile production. Glass con- 
tainer inventories, at a record low, will 
have to be replaced, increasing con- 
tainer production about 11° over 1949. 
Glass tableware faced with import com 
petition will held the 1949 level only 
through planned promotion 

Porcelain enameled appliances, struc 
tural and sign products will continue 
at a rate following construction. The 
perfection of glass finishes for alumi 
num opens a new field for porcelain 
Five plants are in this busi- 
ness—scores interested. With construc- 
tion breaking all records, sanitaryware, 
floor and wall tile, electrical porcelain 
Dinnerware 


enameling 


will break records as well 
faced with stiff competition from im- 
ports will require promotion. Expendi- 
tures for modernization, rebuilding and 
in expansion programs by ceramic man 
ufacturers will run into hundreds of 
millions of dollars this year—J. J. 


Svec, Ceramic Industry 


Electrical 


Fractional horsepower motor sales had 
sunk to about 40 


during this past summer 


of postwar peak 
Within the 
last two months, production and sales 
have risen to about 80° of the for 
mer level. Integral horsenower moter 
sales have been sustained at a much 
higher level (than the 40% lew). The 
general indication is that this level 
will be mainta’ned at least throuch the 
first half of 1950.—Franx J. Ontver, 


Electrical Manufacturing 


Farm 


Except for the 
strapped down by the 
we, farm machinery and tractor busi 
ness domestically in 1950 should be 
equilibrium 


export trade now 


dollar short 


} 


hig 


her than the econom« 
justifies 
Farm pure hasing power depends more 
upon the prices farmers receive than 
spon the tonnage they move to markets 
Unless there is an economic world 


ipheaval, farm operating equipment 
business should continue to be better 
than it ought to be and would be under 
demand. 1950 


decline in 


inexorable supply and 
should not bring over a 20 
volume and less than that in profit 
possibly. Strike fever seems to have 


abated, and the rewards of improve- 
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Leading Manufacturers Pick ME&SR 
As Number 1 Advertising Medium 


When a publication like Marine 
Engineering and Shipping Revieu 
leads the field year after year in total 
number of advertising pages... in 
paid circulation in industry 
recognition and prestige, you can rest 
assured it’s not by accident. It's worth 
looking into, if you want to make the 
most of your own marine advertising 


, 
campaigns: 


Examination of any issue of Marine 


Engineering will show you that: 


1.) Jt is written by authorities. Staffed 
by graduate naval architects, Marine 
Engineering is edited by men with 
actual shipbuilding experience—men 
who know what practical marine men 
want and get in this business paper of 


engineering authority. 


2.) It gives the engineering view point. 


And that’s important! Marine men 





are engineering-minded. They work 
and live with engineering products. That's why on 
they rely on Marine Engineering an engineer- MARINE ENGINEERING AND SHIPPING REVIEW a 
ing paper for specific information on develop- | 2nd MARINE PAPER Paty? 
ments in their field. and MARINE PAPER " 
3.) Its advertisers are tops in the field. At the K Yr PAPER +e 


right are shown an advertisers’ index page from S 
Poges of acvertising 
a typical issue of Marine Engineering, and a 4th PAPER for the 12 months a 


comparison of advertising pages for 1949. They ending Der. Hi, 1949 1H 
speak for themselves 5th PAPER 


Let us tell you how this leading marine business 

















paper can best serve your interests by reaching 
the marine men who decide whether your 
products are ordered or not, Write to the 
nearest Marine Engineering and Shipping he- 


view office for full details 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, New York 


79 W. Monroe St., Chicage 3 Terminal Tower, Cleveland }3 
816 W. Sth St.. Los Angeles |} 1914 Minor Ave, Seattle | 
Not’! Press Bidg., Washington 4, D. C 290? Maple Ave... Dallas 4 


® MARINE ENGINEERING 


= and Shipping Review 
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How to chase a rainbow 


e. Successfully 


The Pursuit of Coverage 


tion principles in business paper publishing 


rr 
| ! ire two ways to chase a rainbow 


One is to hop into a sightseeing bus and ride eagerly 
bo the hill-bevond-next where the foot of th thing 
Seems to by It looks so real it must be there 

Ihe other is the successful way: to recognize that a 
fiinbow is a vision no one can catch entirely: vet that 
Fou can capture enough of it for practical purposes by 
ah pie, sensible means 

Chasing Coverage 
Phe lor exalt l e vision of Ideal Advertising 
Coverage 
The notio mplete and Wasteless Penetration 
rainbow — unearthly 
ost within grasp. It ts so 
is a medium 

varket md + 

Perfect Coverage car 
\s a matte: 


row > id yust 


heesn t exist 


The Nearest Practical Approach to Completeness 


busin S PMT 
onmcewitrat al ran o t { cnitta iT ‘ 

in industry or held of d yuution where Buving 
Influences are pred minant cl mos wtive This is 


thre pot of gold wea 
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No. 5 in a series discussing circula 


and advertising 


And for the advertiser's practical purposes, circula 
tion can only approach completeness. Even extray: 
gantly scattered circulation can't guarantee to reach 
every individual who might be in a position to veto o 
approve a company’s choice of equipment, every indi 
vidual who might influence a dealer's choice of brand 
Careful space buying im the business paper fi ld call 
for expert judgment of how much circulation ts needed 
for practical completeness of coverage in a given cam 
paign — and for knowledge of how to select such ci 


culation 


No Such Thing as “Waste-Free” Coverage 


Complete avoidance of waste is also an illusion. The 

more ambitious a publication's coverage of a field, the 

rreater the risk of waste for any one advertiser. To give 
thousand 


th five hundred unwanted readers 


veled pros pe {s may mean 


The Hidden Waste of Dead Circulation 


Any publication is bound to have in its circulation list 
1 certain amount of dead wood for any individual 
ulvertiser. Some of this ts unavoidable. Even on an 
ABC. publication, in some instances, time may elapse 
before the publisher learns of the change. Some of the 
waste is avoidable. But unless you have means for dis 


covering tt, such waste mav lie undetected for years. 
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And it may become very large indeed. 
Paid-subscription methods discover this avoidable 
waste, and if a publication wants to hold ABC mem 


bership it must eliminate it. 


The Hidden Waste of Non-Reading 


Any publication is likely to land in the hands of some 
people who won't read it. Many people, of course, won't 
read publications they haven't asked for. Some don’t 
read even those they have asked for — or paid for. And 
some just won't read any business paper at all. 

For example: one recent survey, conducted among 
non-subscribers to a business publication, revealed that 
50° of those interviewed actually were reading the 


9ne7 
« 


magazine on a pass-along basis. Some 2 reported 


scattered readership among ten 


So interest is the key to selection of the right people 
to receive an advertiser's message; the key to the Buying 
Influences; the key to coverage. 

But interest can't be determined from outside data. 
It can’t be spotted in directory listings. Yet it is listed, 


all the same. 


Paid Circulations Are Lists of Interested People 


The names of interested people pack the subscription 
lists of paid-circulation papers. They get there by the 
positive action of subscribers who identify themselves 
as interested (i.e., as Buying Influences) by the act of 
laying cash on the line. Or by the positive action of 


companies that pay money in behalf of known inter- 


ested people in their employ. 
And the subscription list of an 





other publications serving the 


audited-paid (ABC) business pa 


same field. The remaining 25°, of 
the non-subscribers didn't read any 
publication serving their field 


The 


can be large and unsuspected, but 


waste due to non-reading 


it can be detected and reduced to 
an acceptable risk. The surest way 
to do this is to ask readers to pa 
and eliminat 
That 


audited-paid publications must do 


\BC 


tor the magazine 


those who won't is what 


CONSISTENTLY, over the years, 
we have devoted a major share 
of our own advertising ap 
propriations to the promo 
tion of a better understand 
ing of business paper advertis 
ing in general, and a greater 
use of business papers of all 
this 
expressing our convictions 


types. In series we are 
about circulation methods in 


the hope that they will help 








per contains very few except inter 
ested people. It more nearly ap- 
proaches the waste-free ideal. 
Again, a strong ABC paper, by 
the nature of its self-purged list, 
is likely to have as subscribers a 
larger percentage of the real Buy 
ing Influences in an industry or 
trade than could be found on any 
other type of list. In proportion to 
its strength, it approaches the ideal 


of completeness. 


if they are to show creditable 
reports. 

Every space buyer accepts cer 
tain limited, known risks in order 
But he 


not need to accept the unknown 


to achieve coverage does 





advertisers and thetr 
make a more eflective apprats 


al of the inherent 


agenctes 
The Impractical Ideal vs. The 


values avail Common Sense Practical 


able in Business Magazines 


4 


You cannot achieve utterly com 


plete and waste-free coverage, any 





either in dead circulation or 


risks 
in non-readership. That is: he doesn't need to accept 
them so long as he can demand ABC audit reports on 
business publications 

In fact, space buyers make positive use of the audited 
as a guide to practical 


paid factor in circulation, 


coverage 


Buying Influences — The Key to Coverage 


only common denominator of the Buving In 


The 
fluences which make up any market is interest. Some 
Buving Influences have titles and some don't. Some are 
listed on letterheads and in directories; some not. Some 


are interested through duty; some through choice 


Some are responsible participants; some kibitzers. Buy 
ing is swayed by the interested individuals and groups 


in a company, no matter who they are 


more than you can ride out and 


pocket a rainbow — no matter what the sign on the bus 
says. But you can readily get as much coverage as the 
nature of markets allows — that is, Practical Coverage, 
nearly waste-free, and often close to completeness — by 
using well-chosen ABC business papers. What they offer 


is explicitly defined by ABC audit reports. 


McGraw-Hill Publications 


New York 18, N. Y 


BUSINESS INFORMATION 


530 West 42nd Street 


HEADQUARTERS FOR 
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ALIFYING TOR MEMBERS'TIP Is 


THE AUDIT BUREAU OF CIRCULATIONS 
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ments in production techniques are now 
pokes 


gomg into the manufacturers 


Ek. J. Baxern, Farm Implement News 


If egg and vultry prices are sup 
ported at levels comparable to those in 
1949. we look for a good demand for 
baby chicks this spring, and a good 
market for feed, poultry equipment and 
supplies. If the price support program 
i» Jiseontinued, demand for chicks, and 
supplies of all kinds, will probably de 
cline somewhat. However. record feed 
stocks, and an inclination by farmers to 
raise chickens to maintain income when 
returns from other « rops drop off, should 
help maintain interest in poultry raising 
Good eggs can always be marketed at a 
profit. The average American is eating 
100 more eggs per year than in 1939 
With labor costs high, a ready market 
should await labor saving poultry farm 
equipment of all kinds A. R. Hiesen 
Poultry Supply Dealer 


Foods, Beverages 


nk manufacturers, who 
own despite a terrific 
pecul to their economy, look 
reater volume and larger profits, 
hoping for reduced costs in 1950 
ttempt to offset the high 
ind gar through ma 
designed to 

nan-hours 
Chocolate beverages will set a fast 
ce as many seek to capture their share 
this flavor rapidly growing market 
Other flaw lost in a war-time rush for 
quick Kola «ales, will re ippear 
beottlin 


Sales 


of heavy y machinery will he 
good. More than 6000 plants will push 

sales and per ap consumption 
C-INSBERC 


Rottl: 


wn all -tirne high ‘ 


try supply and equipment 
expect that 1950 «ales 
to $400,000,000. Falling 
ef 1949 

ave de 


equipment, mu h 


consumption 

attendent n 

lemand for supplies and 
Trend toward paper contain 
es. High labor costs 

g health re 
juirement usir milk handlers 
o become 


Norman Myrick ime um =Mill 


e¢ equipment conscious 


Food 


with pen 


Conmsum pti 
kethook 
war average 


the canning 


48 


continue m 1950, if economik predic 
tons prove correct. 

Frozen food $600,000,000 in 
49——may go to $700,000,000, led by the 


popular juice concentrate 


sales 


enormously 
one big producer upped sales 1,900* 
from “48 to “49 Now being test 


marketed: frozen concentrated prune, 


apple, cranberry, grapefruit and fresh 
New wage law will boost 


labor 


tomato juices 


harvesting and other seasonal 
costs, increasing machinery purchases 
They now average $100,000,000 yearly 
pro luc t handling 


glasspac ked and 


Special needs raw 
equipment. Canned 
frozen food prices should stay put in 
"50. At any rate, no appreciable de 
cline ms lf x pected R H. I sBonre, 
Food Packer 


The traditional close correlation be 
tween national income and candy dollar 
volume indicates that candy sales in 
1950 are likely to regain the estimated 
$100,000,000 to $150,000,000 drop fore 
seen for 1949 from 1948's all-time record 
high sales of $1,001,000,000 at the manu 
It is estimated that the 


industry will need at least 9.9 more 


facturing level 


sugar during 1950 than was used in 1949 
With narrower profit margins and in 
creased product quality keynoting the 
return to a buyers’ market, manufactur 
onfectioners will give more atten 

tien to new higher production equipment 
1 machinery An average 12 in 
rease in bar goods’ size, heavier choco 


late coatings, and a drop of 2 to 8 cents 


» pound in wholesale candy prices 
desire to boost re 
tail sales.—_Ciype C. Haut, The Manu 


facturing Confectioner and Candy Ver 


shows the industry 


indising 


Finishing 


The prenounced trend away from 


hand work 


will continue in 1950. Electropolishing, 


n metal finishing operations 


chemical brightening, bright plating 


automatic polishing equipment, plating 


for levelling effect ‘such as periodic re 


verse plating) will all play a bigger part 


tr timist 


ing picture than they have 


here ‘ Heavier de posits, assuring 
and enhanced corrosion re 
feasib.c 
baths 


just now making their po 


il become more 


use of high speed 


tentialities felt. No radically new finish 

ng developments are expected.-W. A 
Raymonn, Meral Finishing 

Indications are that the year 1950 will 

find organic finishes, particularly spe 

alized coatings n the major role of 

sales item for consumer commodities 

Product manufacturers will feature 

shes in selling to a “finish 

Quick bake syné4 

wrinkle white 

rubber-base coatings will 


finishes 


ortant parts in fulfilling 


these demands. Higher solid content 
finishes will find wider usage during the 
coming year through the increasing ac- 
ceptance of the heating process for re 
ducing viscosity of finishing materials. 
Faster spraying equipment as well as 
the electrostatic method of finishing will 
share m imcreasing effic rency and econo 
my.—F. C. Weurman, Organic Finish- 


ing 


Heating, Ventilating and 
dir Conditioning 


Oilheating volume in 1950 should ex 
ceed 1949 by 8% to 10% both in units 
of equipment installed and in dollar 
volume. Increasing competition from 
extentions of natural gas lines will be 
seriously felt for the first time in the 
East, but if it follows the traditional 
pattern this competition will stimulate 
oilburner as well as gas sales 


Prices, which have been trending 


slowly downward, should level off. Oil 
burner prices increased little more than 


half general construction costs since the 
war. An oilfired unit which cost 374 
hours of labor in 1941 can be bought 
for 211 hours of labor in 1949, There 
is little chance for much further reduc 
thon 

Fueloil prices are not expected to 
change materially, though some small 
made m areas of 
A. E.. Conurn, 


adjustment may he 


most severe competition 


Fueloil & Oil Heat 


With the passage of the Housing Act 
of 1949 
continue to be good with between 800,- 
000 and 950,000 housing units being 
Plumbing and heating fix- 
tures will, of course, be installed in 
plants, factories, and 


onstruction in 1950 should 


constructed 


each unit. The 
mills producing plumbing and heating 
materials, and the wholesalers as well, 
will be operating at full capacity 

The greater percentage of an esti- 
mated 32,000,000 homes in the United 
States require replacement and addi 
tion to the present sanitary and heat 
ing facilities. Buyers. both business and 
private, who have held off buying new 
homes or making alterations are return 
ing to the market, believing that the 
bulk of the price adjustments are over 
No marked decrease is expected in the 
cost of plumbing and heating materials 
or labor Raymonp CG Booxuout 


Plumbing and Heating Journal 


Lumber 


From the standpoint of the southern 
lumber manufacturer, the dominant 
1950 influence will be the new federal 
minimum wage regulation which re- 
quires payment of at least 75 cents an 
hour after January 24. It is estimated 


that this will increase the average cost 


Continued on Page 118) 
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Here’ your clue to selling 
INNER-SANCTUM BUYERS 
in the Process Industries 


There is never any question of “whodunit” when it comes to purchases made 
in the process industries market. Recent NIAA investigations of industrial buying 
motives place these deeds squarely on the shoulders of inside workers — technical 
men who show no mercy in their relentless search through available product litera- 


CEC and CMC are “fingered ture for specific solutions to prob ems 
and C! g 
for facts by buying and 
specifyimg teams inside 
process industry plants 


A majority of these hard-to-seck-out product specifiers, in many thousands of 
Dun & Bradstreet top-rated plants, find purchase problems solved in the pages of 
Chemical Engineering Catalog (for equipment) and Chemical Materials Catalog 
(for materials). Your product literature when made a part of these Reinhold Cata- 
logs is available 12 full months of the year ready to serve buyers in a receptive mood 

Your prospects, during the months ahead, will be seeking buying clues. Our 
Catalog staff experts on catalog design, pre paration and distribution to the process 
industries — will gladly help you prepare your 1950-51 catalog manuscript for max- 
imum sales effectiveness. But time's running short —the deadline is April Ist. Call 


your Reinhold sales sleuth today 


CHEMICAL ENGINEERING CATALOG 
CHEMICAL MATERIALS CATALOG 
REINHOLD PUBLISHING CORPORATION 
330 WEST 42Np STREET, NEW YORK, N. Y. 


CHICAGO © PHILADELPHIA © GLEVELAND © BUFFALO 
FORT WORTH © SAN FRANCISCO © LOS ANGELES @¢ SEATTLE 
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Quotas, Reports, Meetings 


Pattern Textileather Sales 





Veasured 
products to hold up total sales, 


diversification of 


knowledge of markets and knowl 
edee of what salesmen and dis 
trict sales managers are doing 
and need further to do to meet 
those markets are the accomplish 
ments that Textileather Co Pp 
believes u is making with its cur 
rent system of sales supervision 
and control 
{ management executive out 
ines the system and tells how it 
is applied jor more sales and 
more proju from sales in this 
third article in a series on super 
vision of salesmen of industriai 
00 Is Th ‘ and p eceding ar 
ticles are condensations of re 
a pw el discussion of 


t at Ohio State Univer 











1 PRODUCT line of Texti 
leather Corp. is technical and 
involved in an industry that is high 
ly competitive and overproduced 

The 42 
the largest und oldest in the 
try, makes coated fabrics, leather 


cloth processed fabrics 


year-old company, one of 


indus 


vinyl fil 
ind cotton plece roods such as awn 
ing material and dress cor lurovs 
the automotive transportatior fur 
niture. lueeage and other in lustrie 
Each order is custom produced to 
meet the individual requirements of 


No products are manu 
factured for stock. The company sells 


the customer 


to the small manufacturer through 84 
jiobbing distributors, and sells direct 


50 


to the large manufacturer who buys 
in quantities sufficient to permit a 
minimum plant production run. Dis 
tributors are served by the company’s 
21 regional sales offices. 

Sales are directed by four execu 
tives, functioning as a sales operating 
committee: a vice president in charge 
of sales and merchandising; a gen 
eral sales manager who functions as 
un executive officer; a field sales 
manager responsible for maintaining 
close contact with field selling offices 
them with 
portant individual customers 


and through more im 
and an 
issistant general sales manager in 
charge of advertising, sales promo 
tion, standard procedures and statis 
tics 
Working under this committee, a 
second administrative group in the 
home office is composed of six sales 
supervisors. Four of these sales super 
visors are responsible for sales de 


toil work on certain products grouped 


end uses 


2 administrative groups 


For ex imple one sales Supervisor 
is responsible for sales to all manu 
focturers of furniture and upholste ry. 
baby carriages and automotive ac 
cessories, while another supervises 
sales to manufacturers of protective 
clothing and cotton piece goods 

\ fifth supervisor, called the sales 
service manager, directs a department 
that processes orders received from 


th field 


lows through on complaints, while a 


quotes deliveries and fol 


sixth supervisor directs the sample 


department where an extensive inven 


By GERALD H. McGREEVY 
vice Pres Jent 
Textileother Cor, 


ve! Oh 
; \. 


tory of samples is maintained and 
sample books and brochures are pre 
pared. 

The foundation of the sales program 
directed by these two administrative 
groups is the master sales budget or 
quota. At the start of the calendar 
vear, the sales operating committee 
meets and establishes 

l. The over-all sales quota of ex- 
pected volume for, let us say, 1950 

2. Sales quotas for each of our ma 
jor industrial or product end use 
classifications 

3. Territorial sales quotas for each 
of the 21 district sales managers, who 
always are given opportunity to criti 
cize and suggest changes in their 
quotas 

4. Quotas for each individual Texti 
leather customer who may be ex 
pected to do with us a volume of not 
less than $5,000 during the year. This 
is possible because at no time does our 
group of such accounts exceed 600, 
ind approximately 60°° of our total 
snles volume is developed from about 
110 individual customers. 

On the basis of these sales quotas, 
we prepare our sales expense budgets 
covering salaries, advertising, admin 
istrative, and even telephone and tele 
graph costs. 

In the past 11 years, actual sales 
volume never has run more than 4% 
below or 11% above the previously 

Continued on Page 128) 
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This kin arithmeti h very Ww be 
. 

d of Cc mig t ell 
applied to what you are trying to sell. We 
thin you wi agree that it is we worth 
looking into. \X rite us today describ 4 

in 
your product and requesting our evaluat 
1on 
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This is or extrusio 


Americo's basic industries to 
is into finished ports ond 


plastic materia 
ucts. H's an expensive godget, too — 


some models sell for about $60, 


story of one extrusion machine 


decided to odvertise in 


Here is the 
manufacturer who 


zine. This publi- 
circulation of 
plastics in- 


MODERN PLASTICS Mage 


cation with its ABC-audited 
the 


dustry bute 

in those othe 
ore used in volum the highest 
circulation and carries more editorial om 
advertising pages than all other books in 


the field combined. 


Here's what happened in just five months: 


796 healthy inquiries, most of 
interested pro® 
os a result © 
PLASTICS that conte 
offered no literature oF 
ducement to reply. 


ined no coupon and 
any special in- 


of the ma i 

So aa for it among the read 

ee | ” MODERN PLASTics. We'll - 

ae se t off whether MODERN PLAS 4 
{ a proper medi ony 

edium f 

wer hee f or you to 

give you the reasons either sy 
way. 


RE 
SKIN PUBLICATION 








These are the men who rely on MACHINE DESIGN to keep them 
informed of engineering developments that affect design. They 
exercise an important buying influence in a tremendous market— 
highly important to you and tough to sell. 


TREMENDOUS —becouse it involves these 60,000 engineers in 9,000 
plants which purchase parts, materials ond finishes for a 
$30,000,000,000 output of engineered products 


IMPORTANT —becoause these 60,000 engineers ore the key factors 
in deciding what goes into every one of these products. They are 
constantly making design changes to achieve product improve- 


ment, ‘ower costs . 


TOUGH TO SELL—because these engineers do not see salesmen 


regularly. They must be sold some other woy 


That's where MACHINE DESIGN goes to work. Edited for engineers 
by engineers, it talks their language—rates first with them—and wields 
an influence in their specifications. Your sales messages in MACHINE 
DESIGN keep you in constant touch with this big, receptive audience 
of 60,000 engineers 


Hundreds of Letters Like These Tell Us of 
Engineers’ Preference for MACHINE DESIGN 


From H. R. Sennstrom, Design Engineer, American Locomotive Co, 
MACHINE DESIGN is an indispensable tool in our engineering 
endeovors.” 

From A. T. Cassiere, Consulting Engineer, 

Your magazine is the most sought after and most minutely read 
of any publications we receive. MACHINE DESIGN is the ‘authority’ 


in settling disputes among the men.—Keep it authoritative.” 








Don't Miss the Opportunity te be in the Annual April Issve 
Devoted to MACHINE DRIVES AND CONTROLS 


Here s a round-up of al! that’s new in machine drives and controls. 
Editorial matter is geared to engineers’ problems in design ond ap- 
plication. Take advantage of their proved, intensive readership and 
give your advertising an interested audience looking for ideas. 


Forms Close March 3rd—Make Space Reservations Now 


A PENTON PUBLICATION © PENTON BUILDING, CLEVELAND 13, OHIO 
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How Chek-Chart Began 


a ‘New’ Industrial Service 


@ Charts, lubricants and super service pay off. 


By MURRAY E. CRAIN 


NYONE today who hesitates 
f with a new idea for launching a 
new company in a possible new field 
industrial supply or service should 
find inspiration and a spur to ac- 
tion in the story of a company that 
has just passed its twentieth year, has 
influenced the lubricant industry im 
portantly and does not sell lubricants 
The story begins in 1929 when 122, 
000 service stations served 26,000,000 
motor vehicles on the road, and the 
average car owner harbored the con 
viction that he knew as much about 
lubrication as the service station op 
erator 
The car owner probably was justi 
fied. The 
up to its name precisely by filling 
‘em up and letting it go at that 
And although some of the oil com 


average filling station lived 


panies were beginning to get in- 
terested in the lubrication problem, 
no ereat headway had been made 

Then along came Ray Shaw He 
had heen in the advertising agency 
The vicissitudes of that oc 
cupation had thrown him into con 
tact with 
and petroleum marketers 

Mr. Shaw decided that it was high 
time that something was done about 
the lubrication § situation and he 
formed the Chek-Chart Corp., Chica- 


eo. to do it. He ran out of money a 


business 


automobile manufacturers 


couple of times before he sold his 


54 


first customer, Standard Oil Company 
of Indiana, but once the Chek-Chart 
Lubrication Guide was off the presses 
and in the hands of the gasoline ped- 
dlers, things looked up rapidly for all 
concer ned. 

With the aid of the Chek-Chart 
diagrams, which gave the needed data 
for every car on the road, the filling 
station man was able to convince the 
car owner that he at least knew where 
and how the car should be lubricated. 

This was the beginning of the era 
in which gasoline sales dropped from 
99 to 38% of the total take of the 
service station, and during which the 
shack on the corner lot gave way to the 
elaborate and highly departmentalized 
super service station employing many 
ittendants. In this evolution, the petro 
leum marketers have been forced to 
add a lot of accessories to their lines 
and in general revise their estimates 


of what their business consisted of 


Sponsors 12 programs 


Since those days, Chek-Chart Corp 
has sponsored 12 major programs, in 
cluding sales training of oil marketers, 
and issues some sort of guide or 
working day of the 
year. Sales have never retreated, and 


manu al every 


the company’s guides have been trans 
lated into a dozen languages and c'r 
culated all over the world. Practically 
all major oil companies use the Chek 
Chart service or part of it 

“The Chek-Chart Story.” a 20-p oa. 


brochure just published, summarizes 





the company’s achievements in these 
words: 

“1. By acting for many companies 
im gathering and verifying data, Chek- 
Chart conserves the time of automo- 
tive engineers. 

“2. By maintaining rigid standards 
and distributing basic costs over many 
clients, Chek-Chart provides oil 
marketing companies with completely 
automatic guides at substantially less 
than the cost of individual compilation 
and production. 

“3. By pioneering standardized, 
simplified lubrication instructions and 
promoting the use of authoritative lu- 
brication guides, Chek-Chart assists 
the oil companies in making complete 
and correct lubrication available to 
car owners everywhere, thus contribut- 
ing to the proper maintenance of well 
designed cars and the correct applica- 
tion of well made lubricants.” 


Kewildering array 


Though many of the tables in Chek- 
Chart guides are identical, the com- 
pany has developed a bewildering ar- 
ray of processes for cutting produc- 
tion costs and providing the individual 
package desired by the oil companies 
which pay for their compilation and 
distribution. 

Most of the guides are spiral bound 
und despite their varying characteris- 
tics, are made to be handled by dirty 
hands. One of the accessories de- 
veloped by Chek-Chart for spiral 
bound guides was wire hangers so 
that the statistical material could be 
hune up by the mechanic for easy 
reference during the progress of a 
job 

As guardian angel of the oil in- 
dustry, Mr. Shaw reserves the right 
to crusade for reforms, and one he 
has been hammering at for some time 
is standardized lubrication recom- 
In 1933, 101 types and 
grades of lubricant were listed by car 


mend *"fhone 


manufecturers as necessary to service 
car models then in use. By 1940 the 
number hed heen reduced to 67, but 
reduction has been 
schieved since that time 

Chek-Chart engineers find that 
while each car manufacturer specifies 
1 comparatively small 
tvpes and grades of lubricant, the com- 


no importent 


number of 


posite recuirements call for a total 
number of tvpes and erodes that even 
the well equipped lubrication depart- 


(Continued on Page 81) 


INDUSTRIAL MARKETING, February, 1950 





to the 1950 IRE National Convention 
and Radio Engineering Show 


March 6-9, 1950 


at the Hotel Commodore and Grand Central Palace, New York City 


® Technical Sessions 

Every field of radio-and-elec- 
tronics will be explored and progress 
reported in some 36 three hour ses- 
sions and symposiums. More than 
150 engineering papers will be pre- 
sented, skillfully, organized by sub- 
jects ranging from Broadcasting to 
Nucleonics; Circuits to Electronics 
in Industry 


® Social Events 

IRE members renew friendships 
and make new ones at the Annual 
Meeting, the Get-Together Cocktail 
Party, Monday; The 
Luncheon, Tuesday; and at the An- 
nual Banquet, Wednesday. It is good 


Presidents 


to know your fellow members— 


worth the trip! 


® Exhibits 

A bigger and better than ever Ra- 
dio Engineering Show will “Spot- 
light the New” in 311 exhibits and 
12 Theatres featuring the products 
of 230 manufacturers and U. 3. gov- 
ernment services, Every exhibit is 


educational and worth seeing 





TO SELL THE 
RADIO 
INDUSTRY 








® Attendance 

Nearly one-third of the total IRE 
Membership attended the 1949 Con- 
vention and Show. Other thousands 
paid the $3.00 non-member registra- 
tion to attend. This important na- 
tiona! event scored a record 15,710 
attendance this year. (Complete an- 


alysis on request.) 


"Balanced 


Promotion 


Package” 


The Radio Engineering Show is @ part 
of a belenced promotion package for 
reaching key-radio-electronic engineers 
who set the specifications for buying in 
thes industry 

PROCEEDINGS of the IRE is the pro- 
motional part of this package giving 
monthly coverage. 

The IRE Yearbook is the product refer- 
ence part of the package, and appears 
annually 

The Radio Engineering Show provides 
product presentation. 











® Visitors tell us! 


A buying survey of 2373 engineers at- 
tending the Radio Engineering Show 
proved that 20.39% buy equipment, 
47.4% specify for purchases, and 
12.4% have other authority or in 
fluence—80.1% of these engineers in 
all have buying authority and interest. 
(We will supply full text of this study 
upon request.) 


Here are 36 of their specific. buying 
interests, with percentage secking in- 
formation on these products: 


17.8% Aviation Radio, 46.7% Amplifiers 
56.5% Antennas, 13.5% Batteries 
23.6% Cables, wire, 37.8% Capacitors 
24.7% Coils 
98% Consoles 22.8% Crystals 
58.8% Electronic Controls 12.5% 
equipment, 19.1% Hardware 
20.7% Ceramics, 10.9% Induction equipment 
33.8% Loudspeakers, 39.7% Meters 


129% Cabinets, Chases 


facsimile 


13.7% Motor generators, 14.4% Ilastics 
41.2% Oscillators, 45.5% Oscillographe 
Power supplies, 25.4% Kadar 
Receivers (all), 37.1% Recorders 
Rectifiers, 27.0% Relays 
68.0% Test Equipment 
Transformers, 26.8% Transmitters 
Turntables mckups 56.0% ULF 
Equipment 
Vacuum Tubes, 25.1% Voltage reg. 
Tools for radio minufacturing 


We invite you to come again, 
March 6-9, 1950. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the I.R.E.” The IRE Yearhook 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 


Circle 6-6357 
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Making a Good Contract 


with a Manufacturers’ Agent 


@ INCE THE WAR the growth in 
\7 the number of manufacturers’ 
agents handling industrial lines has 
accentuated a weakness in industrial 
selling—the common lack of a good 
contract without which neither manu 
facturer nor agent can be assured of 
harmonious relations and good sales 
volume and profit 

Industry cannot afford such a weak 
ness if the manufacturers’ agent is to 
retain the importance that he appears 
to be achieving. The U. S. Census now 
lists 30,000 agents—to whom manu 
facturers are turning to move their 
products into markets where it would 
be too expensive to sell through 


branch sales offices. It is estimated 


56 


By P. EDWIN 


THOMAS 


~~? 


that more than $1 billion worth of 
metal products alone is marketed 
through agents. 

In the past, the manufacturer ap- 
pointing an agent has paid so little 
attention to the working agreement 
upon which the two parties are to 
start a complex business that often a 
brief form or merely a letter from the 
manufacturer to the agent has suf 
ficed as a “contract.” The form or 
letter commonly has been on a take-it- 
or-leave-it basis, leaving someone vul 
nerable on one count or another 
From there anything could happen, 
and often did. The result: occasional 
misunderstandings and lack of market- 
ing coordination and efficiency. 


When relations between manufac- 
turer and agent go smoothly, it has 
been found usually that the two 
parties signed a good contract at the 
start. This is substantiated by a study 
conducted by the Manufacturers’ 
Agents National Association. 

As a result of its conclusions, the 
association has spent nearly a year 
preparing a 12-page standard copy- 
right contract which, it is hoped, will 
serve industry as a model and which 
will improve manufacturer-agent 
working relations. 

The consensus of the association 
and of experienced persons in the 
field is that the contract should be 
cancellable by either party at some 
early period, generally from one to 
three months, during the first year. 
This trial period gives flexibility to the 
connection while each party is getting 
acquainted with the other from a busi- 
ness standpoint, and perhaps tem- 
peramentally, learning the possibili- 
ties and the handicaps of the product 
and its market, and making necessary 
changes. Written notice from either 
party cancels. 


Contracts Differ Widely 

But after the first year relations 
should have been put on such a foot- 
ing that cancellation should be only 
by mutual consent, or for failure of 
either party to comply with contract 
After that, the contract should 
every 


terms. 
be automatically renewable 
year. 

Contracts differ widely according 
to the nature of the business, commis- 
sions, terms, collections, adjustment 
of customer disputes in cases where 
goods are complained of, and so on. 
Our organization is working on stand- 
ard practices to increase efficiency of 
agent manufacturer relations. 


Contract Includes 

Some of the points covered are 
divisions of commission, the solicit- 
ing of other accounts, the restriction 
of accounts to the number and kind 
that the agent can handle capably, 
the exchange of information about 
customers, the coverage of territory, 
the arbitration of disputes, and simi- 
lar points at which it has been found 
that friction is most likely to appear. 

The association will mail one copy 
of this contract to any company writ- 
ing on business stationery to: Execu- 


(Continued on Page 143) 
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How many of these 12 
questions can you answer’ 
about industrial marketing 





in Latin America ? 














latin America, in this new 44-page report, “A Study of Buying 
and Reading Habits Among Manufacturing Executives in Latin 
America.” Complete copies of this survey, which IPOR made for 
Reader's Digest International Editions, may be obtained by writing 
on your business letterhead to International Public Opinion 
Research, Inc., Empire State Building, New York, N. Y. 
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“heer a 
VISUAL STORY 


in selling your product 





-+.@ny product...and you can tell it and sell it most 
effectively with films. And the story can be told visually to 


fit any size budget. 
ef 8 


These production scenes are from “Tinplate,” the motion 
picture dramatization of an object as commonplace as a tin 
can. This film in Atlas “Custom-Color” for Weirton Steel 
Company is selling tinplate and its uses not only in the 
United States, but in foreign markets as well. 


xr 


ATLAS — a producer of motion pictures, slidefilms, and TV 
commercials — has served all types of industries for more 
than 35 years. Our many repeat orders refiect client satis- 
faction with the quality of our productions and also prove 
that films help sell their products. 


Sound RG) ® System 


ATLAS FILM CORPORATION 


Creators and Producers 
ttt) SOUTH BOULEVARD ? OAK PARK, ILLINOIS 
Chicago: AUstin 7-8620 























Editorially Speaking 


® Distributors Need More 
Advertising, Sales Helps 


Manufacturers frequently are criticized for the 
half-hearted, luke-warm efforts they make to pro- 
vide sales and advertising helps to distributors, job- 
bers and dealers. Too often there is a good basis for 
such criticism. Although there are happy excep- 
tions, many manufacturers just don’t get around to 
creating a strong consistent program to help their 
distributors sell. They'll send out a few ad reprints, 
and a new technical bulletin now and then—and 


that’s just sbout all. 


Last month INpUSTRIAL MARKETING carried a re- 
port in which 282 manufacturers selling to industry 
told of their advertising and sales promotion plans 
for 1950. Increased advertising appropriations are 
planned by 55%—58% will add more distributors. 
But only 24% expect to devote more time, effort and 
money to provide better advertising and sales helps 
to distributors, jobbers and dealers. In other words, 
companies are increasing ad appropriations, in- 
creasing the size of their distribution set-up—but 
are giving no thought to making the selling job 


easier for new and old outlets. 


Certainly, no one will quarrel with the idea of 
stepping up advertising activity and expanding 
the size of distribution structures, but why 
shouldn't industry get the most for its advertising 
dollar by helping distributors take advantage of in 
creased potential demand being built by increased 


ad budgets? 


Naturally there are two sides to every story. Often 
the distributor, jobber or dealer fail or refuse to 
take advantage of advertising and selling helps of- 
fered by their suppliers. Display materials, direct 
mail pieces, etc., often collect dust until they are out- 
dated. Available movies and slide films are seldom 
used. Distributor salesmen may fail to make mention 
of, and refer to business paper advertising in their 
selling activities 

A perfect example of a wide awake distributor 
is Rish Equipment Co., Bluefield, West Virginia. 
Rish does not sit back and let suppliers carry the 
entire load of educating distributor salesmen. The 
company believes that its salesmen can gain price- 
less information by visiting the various plants of 
its suppliers. It recently backed up this belief by 
spending $5,000 and chartering two busses for a 


INDUSTRIAL MARKETING, February, 1950 


ene-week cross country tour with visits at factories 
in Ohio, Chicago, Milwaukee, etc. 

The thinking behind the tour is briefly summed 
up by H. D. Anderson, Rish vice-president, who 
explains, “The object of the jaunt was to better fa- 
miliarize our salesmen with the equipment they sell. 
Enough time was spent with each manufacturer 
to permit a thorough demonstration of how the 
equipment is put together and how it works.” 

Visits were made at the plants of J. D. Adams 
Mfg. Co., Indianapolis; Barber-Greene Co., Aurora, 
Ill.; International Harvester Co., Melrose Park, 
Ill.; Frank C. Hough Co., Libertyville, Ill; and 
Smith Engineering Works, Heil Co., and Harnisch- 
feger Corp., all of Milwaukee. 

INDUSTRIAL MARKETING joined the caravan dur- 
ing its visit at International Harvester, and will pre- 
sent a detailed story of the operation in the March 


issue. 


©@ 12th Annual 

Editorial Achievement Competition 

Elsewhere in this issue is an announcement of the 
annual business paper editorial achievement com- 
petition conducted by INnpusTRIAL MARKETING. 
Started in 1938, this yearly competition is designed 
to encourage and stimulate outstanding editorial 
service by publications in the industrial, merchan- 
dising and professional fields. 

Another purpose is to give advertisers and agen- 
cies actual proof and examples of editorial quality 
and service—a must if a publication is to get and 
hold reader interest, so closely tied-in with the in- 
terested readership of advertising. The competition 
offers editors an excellent opportunity to win na- 
tion-wide recognition for both themselves and for 
their publications. 

Judging is to be by a panel of men quite familiar 
with the fields covered by each group of publications. 
Although advertisers and agency executives serving 
as judges make no pretense of being experts in each 
and every field covered by participating publica- 
tions, they are more than qualified to select win- 
ners on the basis of specific information-——facts, 
figures and statements of results accompanying each 
entry. 

Competition winners will be selected in Chicago, 
May 15. Winning editors will receive their awards 
at the NIAA convention in Los Angeles, June 29- 
July 1 





Who Are the Real Buyers? 


In every metalworking plant that buys machine 
tools, small tools, materials, or equipment in vol- 
ume, purchases are controlled by a group of engi- 
neering and manufacturing executives that form 
an inseparable, decision-making team. Many of 
these men work behind the scenes; most of them 
are inaccessible to salesmen, yet all of them 
function together . . . because every step in the 
manufacture of a metal product is related to every 
other. Production executives alone do not have 
complete authority to buy production equipment; 
they must take into consideration the problems 
of the tool engineers, product designers and other 
executives with whom they work. Likewise, engi- 
neers alone are not responsible for specifying 
tools, materials and accessories, but must consult 
with production men regarding the manufactur- 
Ing processes which their selections involve. One 
man may sign a purchase order, but many engi- 
neering and manufacturing executives contribute 
their knowledge and experience making the 


final selection. 


..» Where Are They? 


There are approximately 42,900 plants in the en- 


tire metalworking industry. The real volume- 
producing plants, however, are comparatively 
few. Only 6,643 plants employ over 20 men, and 
only 4.235 have over 100 employees. Because of 
this tremendous variation in size, even titles are 
misleading. Compare the importance 


of the W 


with that of the manager of the little metalwork- 


to you- 


orks Manager of a large automotive plant 


ing shop down the street. Yet both are a “unit” 
on a subscription list, and both are classified in 
the same category on a circulation statement. And 
so the advertiser who wants to reach the real buy- 
ers of metalworking equipment must first make 
sure that his advertising is going to the important, 
volume-purchasing plants. Then, in addition, he 
must make certain that it is being read by the 
right men in those plants . . . not by just the pro- 
duction men, not by just the engineers, but by 
the men in every activity and at every level of 
authority who have a voice in making purchasing 


decisions 


MACHINERY =~ 
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Metalworking’s Inseparable Team? 


How MACHINERY Reaches Them 


MACHINERY’S combination of paid circulation 
and Directed Distribution assures penetration to 
the real buying influences. Under this plan, we 
maintain contact with the key executives in the 
country’s major metalworking plants. Most of 
these men have long been subscribers to MA- 
CHINERY, but if we locate a man who is not 

and if our investigation definitely proves that he 
has real purchasing authority—then we send him 
a personal copy of MACHINERY every month. 
Approximately 18% of MACHINERY’S total 
circulation is Directed in this manner. All of the 
men who receive Directed copies must request 
continuance of this service at six-month intervals, 
and it is highly significant that we get a “renewal 
request” from this group of top executives of 
93.4%. Directed Distribution, plus selective sub- 
scription selling, makes sure that your message 
penetrates the volume-purchasing plants thor- 
oughly and reaches metalworking’s real buying 


authorities. The Industrial Press, 148 Lafayette 


Street. New York 13, N. Y. @ 


Production in the Manufacture of Metal Products 
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This announcement had added weight. 
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. Clever technique 


How to Advertise to Business Men: Part 16 


By HOWARD G. SAWYER 


f 
v 


O@lhe headline 
logically 1 o the copy 


leads 
It works with 


the copy to convey the sales message 


inctly lt does this 


quickly and suct 


either by servi as an ellective intro 
summing up an argu 
1 jew arresting wo , ( B 


Larrabee 


q y» OF THI triumphs of my ad 


vertising career was an experi 
ence at a meeting on copy research 
held by an agency association 
An agency man handling a book 
challenged the 


researe h 


publisher account 
‘ mp to select (by “copy 
standarcds which o ’ veadlines 
pulled th rrealter nur 
The choices wer 
Get These Two Books Free 
Hew Can You Afferd a Beok Y 
Only Read Once? 

By any standards” | had ever 
heard of, the 


been the winner 


first headline wi uld have 
That word “fr Is 
sheer magi Yet 
when a show of hands was asked for 
I kept mine As it turned out, 
I was practically f 


62 


supposed to he 


down. 


aione in voting 


naturally and 


on basis of actual 


No. 2, the “ 
performance. 

Why did No 
offer? 


| think it is because few readers 


winner 


2 outpull the free 


want at any moment “two 


books” 


w“ hereas many 


given 
(whether they are free or not 

readers do have the 
bucks in 


form of entertainment that is, in 


problem of investing three 


ses, short-lived 
The episode, gratifying though it 
is cited only because of the 


difficulty of laying down rules on 


may be, 


writing good headlines. The only saf 
ndvice is to write a lot of them: to 
each of the lot “Would 


it stop me if | were the typical 
then pick the one that in 


uipply the test 


reader ?.” 
terests you most as that typical reader 
sure that | do not know wheth 


r a negative headline is better than a 


I am 


1 short headline better than 


lolph s study of Th 


juestior 
1 long one (Ru 
Saturday Fr 


ship declines with length 


Post shows readet 
but Victor 
0. Schwab's group of 25 famous and 
successful headlines averages nine 
“tell-all” headlin 


“stopper.” On such 


(and 


plus words), or a 
better 


matters 


than a 
generalizations many 
generalizations regarding them have 


The pla t 


wt is that for each set of conditions 


been made) are no good 


there is the one right type of headline, 
if not the one headline. 

Therefore you, knowing what the 
particular conditions are, must be the 
judge of which type best suits the re- 
quirements of the case, and in making 
following com 


your judgments the 


ments may be helpful 


Get the ad read 


First, you must decide: what is the 


purpose of the headline? 
Passing over the obvious reply that 
the purpose is to get the ad read, there 
ire three functions a headline can per 
form 
1. select the audience 
2. deliver a message 
3. arrest the reader and per 
suade him to start the copy 
Sometimes, you can do one and two 
together, 


ogether, or one and three 


but it’s usually one or the other be 
tween two and three 

1. Select the audience The more 
the individual reader can be made to 
feel that the ad is talking specifically 
to him, the more likely it is he will 
that if I 
encountered an ad with the headline, 
“Attention, H. GC I'd stop 
to read it. Even less pointed headlines 


will gather me in—if I have 


ead it You may be sure 


Sawyer,” 


head 
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AMERICAN 


&y \MOCC 


GAS 


On your products, distributor’s trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Poim, Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. im 


~ PALM, FEL HTELER & GO. 


NEW YORK LIVERPOOL »HIO 
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aches, if I'm getting bald, if I'm in 
the market for a new car, it’s easy to 
attract me with headlines that refer 
to what's already on my mind, or 
close to it 

You have undoubtedly seen many 
times the headline: “For the 1 Man 
in 7 Who Shaves Daily.” \f you're 
the one in seven and enjoy shaving as 
little as I do, you probably have read 


THEY SAVED ‘75 
. + then footed a bill for '23,000°! 


‘ BRYSON INC 


audience—the worse you will fare on 
Starch reports which, of course, reflect 
the reaction of the total circulation. 

Second, what may be audience se- 
lection in one medium may not be in 
another. For example, a purchasing 
agent reading Business Week would 
be likely to stop at an ad calling itself 
to the attention of purchasing agents. 
But in Purchasing, it’s not necessary 


ye ao) moocese 
IS Cueca ? 


Can you 
give her 
SS the right 
answer? 





create or point out a fear or doubt 


this ad (at least, enough of you must 
have read it, because the J. B. Williams 
Co. has continued to use it time and 


again). 


Select the markets 


Here are some business paper head 
lines that do a good job of selecting 
the market 
quiring the reader to pay attention 


indeed, of virtually re 


To a Food Processor Whose Buiness 

Depends on His Supply of Cans 

Centinental Can (during the container 

shortage ) 
lt You Burn From 40 to 200 Tons of 
Coal a Day— Bartlett-Snow 

hy Do Leading Meat Packers Use 

Stainless Steel Almost 100% in Their 
Equipment? —United States Steel 

De Your Sprays Clog? Monarch 


Mig. Works 
Another headline which aims at 
selecting the audience but actually just 
hopes the reader will think he’s being 
selected is 
4 Special Wessage of Unusual Im 
portawe to 2600 Plant - Operating 
Heads—C arboloy 
Two further comments can be made 
First, the finer the selection—that 


is, the more limited your ultimate 
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to cull out purchasing agents—the 
publication has done that for you. 
But perhaps you do not wish to se- 
lect your audience; perhaps everybody 
is your audience and you want the 
maximum of everybody to read your 
message. In this case (and it’s the 
more ordinary case), you “broadcast” 
rather than ‘make telephone calls.” 


The story in display type 


Deli ray a Vessage 


the exceptional case, in advertising 


It is probably 
to business men, when the complete 
message can be—or, if it can be. 
should be—told in display type. If 
the message is that simple and that 
powerful that it can be established in 
a handful of words, you have a bill 
board type ad, and need no copy at 
all: the headline is the copy. 

I have been able to find few in 
stances of this being done success 
fully New Departure occasionally 
contents itself with “Nothing Rolls like 
{ Ball,” but it is questionable how 
much of a message this statement is. 
The Philip Morris headline, “No Cig 


arette Hangover” is, in my mind, 
a complete message, but few products 
sold to business men can be so con- 
veniently summed up. 

The question remains, what is a 
complete sales message? | would con- 
sider that the headline on the General 
Electric ad—“You Can't Twist A Tri- 
Clad Motor Out Oj Line” —is a com- 
plete message. In fact, reading the 
copy adds no more to my knowledge 

. and probably that’s enough, if 
I've been troubled that way. (Next 
step is to buy one.) 

On the other hand, I do not consider 
that “Speedaire Requires 40.3% Less 
Space” is a complete message. In the 
first place, it does not tell what Speed- 
aire is (it’s a speed reducer made by 
the Cleveland Worm & Gear Co.) ; in 
the second place, it does not assure me 
that it can do its work as well in that 
much less space. So |, as a reader, am 
inclined to expose myself to the copy. 
The same can be said of “A Cottrell 
Precipitator Installed by Research 
Corporation Will Collect Over 95% 
Of Your Fly Ash.” Business men are 
more curious about how than the gen- 
eral public is (Philip Morris doesn’t 
have to explain why there's “no cig- 
arette hangover”). 

By and large, I do not believe that 
it is desirable to let the reader get 
away easily. Most always, you of- 
fer in your copy a reason for buying 
that probably takes a little spelling 
out; the function of the headline, then, 
is not to reveal that reason for buying 
but to give the reader a reason for 
The headline should make 
him say “tell me more.” 

If the headline leaves nothing un- 
answered, the reader may not go any 


reading. 


further. He may accept your asser- 
tion, but without much impression 
having been made. You lose the op- 
portunity to develop your point, illus- 
trate it, explain it, substantiate it and 
move for action. You also will prob- 
ably have a big decline in Starch 
rating from “noted” to “read most.” 

So you must aim, in your headline, 
to tell the reader just enough to sug 
gest it will be worth his while reading 
the copy but not so much that he will 
think he has learned enough or is sure 
other 
words, between the limits of too little 


he won't be interested — in 
and too much. 

“B. F. Goodrich Cord Conveyor Belt 
Gives 2 To 6 Times Greater Resist 
ance, Troughs Better, Lasts Longer” 
comes near the point of telling enough, 

(Continued on Page 145) 
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and 


91.9% 


of all users say they refer to 
MacRAE'S BLUE BOOK “prin- 
cipally” or “exclusively.” 

For space rates, consult your 
agency. Send for copy of a 
new booklet, ‘“‘Where Orders 


Originate.”’ 


MacRAE’S 
BLUE BOOK 


18 E. Huron St. 
CHICAGO II, ILLINOIS 


MANAGEMENT MEN con- 
stitute 50% and PUR- 
CHASING AGENTS con- 
stitute 50% of the users 
of MacRAE'S BLUE BOOK. 


ALL users are located at 
the largest and most im- 
portant purchasing points 


in American industry. 


ALL in 
ONE BOOK 





Employe Communications - Public Relations 
on RES + OOO 


By ROBERT NEWCOMB and MARG SAMMONS 


School Open House Offers 
Industry Communications Tips 


OST OF US enmeshed in the 
problems of employe and pub 
lic communication are inclined to 
think of the “open house” in terms 
of baffling machinery on display, hot 
coffee and doughnuts and crying 
children in search of their parents 
But one of the most recent of open 
houses shaped up differently. It was 
held by the North Dakota State 
School of Science and should in 
terest industrial suppliers largely be- 
was done and 


cause of the way it 


partly because most of the graduates 
are absorbed into the industry of the 
school’s state. 

This was no vast open house in a 
bustling industrial 
munity. The North Dakota 
tion, located at Wahpeton, has op 
erated for more than a half century 


hustling, com 


mstitu 


in this pleasant little farming com 
munity in the Red River Valley. The 
Red River divides North Dakota and 
Minnesota at this point; Wahpeton 
£500, 


all of whom have known about the 


has a population of roughly 


school for years. 


Actually, how little they knew 


WHEN NORTH Dakota State School of Science, Wahpeton, 
held its open house, visitors had a chance to see the actual 
guests look at a cut-away model 


school operations. At left 


ubout it is another story. Certainly 
few had known what the open house 
taught them—that the 
lieved to be the only one of its kind 


school, be- 


in the world, is unique because of the 
combination of a trades school, junior 
college and business college. Each of 
the units is operated as a separate 
school, but it is possible for a stu 
dent to combine courses from two or 
even all three of the units. 

Thus if a student wants ultimately 
to operate a small-town newspaper, 
he comes to the trades school to learn 
printing and linotype operation. He 
may in addition take a few courses 
n English and economics in the 
unior college, and he brushes up on 
his bookkeeping, typing and allied 
subjects in the business school. Since 
he usually enters North Dakota's in 
dustry, all courses are set up to meet 
the sper ific needs of the state. 

The school labels itself an institu 
tion where “students learn by doing.” 
It is the third largest of the state's 
schools, and its enrollment averages 
1,000. The trades school is probably 
the best known of the three units; it 
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of a car in the trades school. At right 
shop prospective students get first-hand information from 
instructor on the scope, type of shop training. 


offers courses in auto body work, au- 
to mechanics, aviation, drafting and 
estimating, electrical trades, home 
economics, machine shop, printing 
and linotype, radio, refrigeration, 
heating, ventilating, sheet metal, weld- 
ing and! plumbing. It’s a place where 
the text book takes a back seat. 
This gave North Dakota somewhat 
more to go on than the average edu- 
cational institution for purposes of 
an open house, and the school made 
the most of it. Some of the highlights 
of the function might profitably be 
noted by those in industry who have 
a plant open house staring them in 


the face 


Pilot party 


Because the school had never con- 
ducted an open house before, Presi- 
dent E. F. Riley decided that the first 
one would be held in the winter, when 
the crowds would be smaller and the 
sponsors would be able to detect the 
bugs and work them out before 
another one was held. (With all the 
close to 1.500 


precautions, people 


In the auto mechanics 
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FACTORY’s EDITORIAL SERIES BUILDS 


These industrial advertising executives recognize the high degree 
of reader interest created by FACTORY’s “Bear Down On Production 


Costs” series of editorial articles. And they know that high reader 


interest helps them sell their product. 


Sections of the “Bear Down On Production Costs” program have appeared 
in FACTORY each month since May 1949. Additional articles are 


scheduled for each month well into 1950. 


If you sell to the manufacturing industries, this editorial program 


is giving you a better chance to tell your sales story. Your FACTORY 


representative will be glad to tell you why and how. 


Lowering costs and getting higher pro- 
ductivity are vital problems to al! manu- 
facturers today. FACTORY's pertinent 
editorial series ‘Bear Down On Produc 
tion Costs’ should keep reader interest 
at a high level. It is an excellent con 
tribution to present day thinking.” 


GEORGE R. LYON, Media Director 
FULLER & SMITH & ROSS, Inc 
New York 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


ABC*+ABP 


lt has been with much interest that | 
have reod ‘Bear Down On Production 
Costs’ and I'd like to congratulate you 
vpon the program os outlined. As the 
use of electrically driven machinery with 
up-to-date electrical control is an im- 
portont factor in greater production, | 
om porticularly impressed with the 
series.” 
ERNEST C ROBERTS, Manager 
Advertising Department 
THE CLARK CONTROLLER COMPANY 


“As | see it, FACTORY’s plant operating 
readers ore being conditioned for the 
product, equipment or service which will 
help them reduce operating costs. It’s 
good to know that FACTORY has inten- 
sified its top-notch editorial along these 
lines. Such editorial material end our 
advertising should complement each 
other.” 


RM. WHITNEY, Advertising Manager 
AUTOMATIC TRANSPORTATION COMPANY 
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READERSHIP, ADVERTISERS SAY 


CTR PE 2 a 


“ ‘Bear Down On Production Costs’ is a 
most timely and worth-while undertak- 
ing. It bespeaks an intensified and in- 
creased readership of FACTORY — of 
both editorial and advertising pages. 
The continued soundness of FACTORY’s 
editorial program is one of the reasons 
we hove used this medium for so mony 
of our clients, year after year.” 


H. D. KERR, President 
THE BAYLESS-KERR CO. 


“it seems to me thot FACTORY’s edi- 
torial theme ‘Bear Down On Production 
Costs’ should also be the theme of every 
manufacturing plant in Americo : 
FACTORY’s editorial leadership is ad- 
mired by many — and you are to be 
congratulated for the superior job you 
ore currently doing.” 


HOWARD SWINK , President 
HOWARD SWINK ADVERTISING AGENCY 


“FACTORY's current program ‘Bear 
Down On Production Costs’ is a sensible 
how-to-do-it series and not one of the 
many we-ought-to-do-something space 
wasters. Sound industrial business logic 
—fine editorial foresight. Congratulo- 
tions on a continued fine job.” 


JOSEPH T. SLOANE 
Sales Promotion 
TELAUTOGRAPH CORPORATION 


"Like a lot of other concerns, Lyon has 
been doing considerable bearing down 
on this subject. The FACTORY series of 
articles fitted like a glove into the Lyon 
program.” 

LEONARD B. RHODES, Monager 

Advertising & Soles Promotion 

LYON METAL PRODUCTS, INC. 


“Your plans are of outstanding interest 
to ovr group as a manufacturer of mo- 
terials handling equipment, and we 
want to commend you on your foresight 
in making it a long range program 
rather than a single issue release. Your 
consistent policy of developing timely 
educational editorial material has been 
one of the important factors in our con- 
tinvous use of FACTORY.” 


ALFRED H. ROTH, Advertising & 
Sales Promotion 
TOWMOTOR CORPORATION 


“We are anxious to have you know 
that Reliance appreciates the value of 
your continuing editorial program, ‘Bear 
Down On Production Costs’. All who 
read and study the excellent articles will 
surely find ways to reduce production 


costs.” 


KENNETH F, ERTELL, Advertising Manoger 
THE RELIANCE ELECTRIC 
& ENGINEERING COMPANY 
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showed up—one-third of the town’s 
population.) Joint committees worked 
on the tour—one representing the 
faculty and one the students, and stu 
dents were chosen as guides. 

Plant open houses for the public 
sometimes bog down hee ause proper 
attention isn't given to publicizing 


The North Dakota school 


material to 


the event 
furnished good advance 
both weekly newspapers serving the 
area. Both papers carried not one but 
a series of pre-open house stories, 
and one carried a large picture spread 
the day before the event was held 
The local radio station carried daily 
announcements three full weeks be 
fore the open house; in addition the 
radio station, recognizing the open 
house as a public service, used ten 
spot announcements during the day 
urging people to attend, and carried 
an on-the spot report in the evening 
with interviews of the guests to chee 
reactions 
Another 
away 


three 


radio station fifty miles 
Wahpeton to make 


Press 


came to 
transcriptions releases 
were sent to all newspapers and radio 
stations, and both wire services cat 
ried a pre-open house story 

The school staff did a good per 
sonalized job on invitations also. The 
parents of all students were invited 
to attend, as well as community lead 
ers, students from other schools in 
the area, newspapermen and radio 


men in the area and their families 


See actual operations 


(Luests 9 were taken it escorted 


groups following an indoctrination 
talk, and although the complete tour 
took two hours (the last stop involved 
clambering up four flights of stairs), 
more than 00 finished. Each guest 
had a prin d program of the class 
shops and laboratories to be 


brief 


paragraph explaining the function of 


rooms 


visited on the tour with : 


each 
The entire school schedule was re 
irranged so as to keep facilities in 


operation during the afternoon and 
evening Thus the Visitors were able 
the actual yperations being per 


by students, and to visit with 
the stadents and ask questions. Signs 
prepared in the drafting department 
were posted where equipment didn't 


Naturally, re 


freshments were served as the roups 


seem to 


explain itse if 


reached the student tleteria 


From the North Dakota experiment 
68 


some conclusions can be drawn that 
might help industry to see the merits 
of an open house: 

1. You cannot afford to assume, 
simply establishment 
has been in town for a half century, 


because your 


that everybody knows all about it 


i 


PRESSING LARGER MODELS in- 
to service, Bodine Printing Co., Michi- 
gan City, Ind., has enlisted cheese-cake 
to direct customers’ attention to the 
installation of a new, larger Harris 
offset press. It's done on front of this 
threefold broadside that opens to a 
22% x 35° actual press sheet sample 


Most people don’t. Most people would 
like to know more, and will like you 
better if they do 

2. Don't be baffled by the size of 
the crowds—arrange your tours so 
you can handle them. It takes planning 
und patience. But remember: every 
person who pays your place a visit is 
doing it on his own time, and doing 
it because he has an honest interest 
in what you are doing 

+. Let people know in advance what 
they are going to see, either through 
in indoctrination talk or a booklet, 
or both 
that it tells not only what the equip 


Placard your equipment so 
ment is, but what it does; tell every 
thing about it that is interesting 

t. Let the press and radio stations 
know what vou're doing, and be cer 
tain that your personal invitation list 

vers your community leaders 
properly. One reason the North Dako 
ta open house (which will now be an 
snnual affair) was such a success is 


hecause a good public relations man 


on the job He Is Ric hard he 
Hodgson Marine 


one-time combat 


correspondent, later a staff writer for 
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business papers who last year joined 
the North Dakota school as head of 
its public relations. 

5. Most of all, have your open 
house add up to something. This 
school in North Dakota wanted to 
perform a public service, obviously, 
but it also wanted to have people of 
the state interested in and familiar 
with its work. A manufacturer in a 
community of similar size should 
want to emphasize the contribution of 
his company to the community wel 
fare, to encourage civic pride in the 
products the townspeople make in his 
factory. Like any other device of em 
ploye and public communications, an 
open house has a definite objective. 


IN THE WIND 


Good Place to Live 


TIYHE so-called community story in 

the company publication for 
employes is growing in popularity 
and importance. It is the medium by 
which a company may comment pic 
torially upon the lives of its own 
people, and the best cues for them 
come from the pages of such journals 
as Life, Look, and The Saturday 
Evening Post 
works best in the multiple plant op- 
covering 


The community story 
eration, but publications 
single plant operations devote them- 
selves to neighborhoods where em- 
ployes live. 

The principal weakness of such 
yarns handled currently in employe 
publications is that they don’t cover 
the ground thoroughly enough. Budg- 
et restrictions may have a lot to do 
with it; the person who writes the 
story ought to have visited it, and 
ought to have a budget sufficient to 
give his story proper pictorial cover 
age. Few articles in employe publica 
tions are more synthetic than the 
community story built with stock pho 
toer aphs. ind assembled by someone 


who never was near the place 


Public Relations Plus 


Anyone familiar with the book pro 
gram of Care. by which useful, edu 
cational texts are made available to 
those in foreign lands who desperate- 
ly need them, is gratified by the 
growth of this activity. At its last 
meeting, the book committee of the 
Care board voted for an expansion of 


(Continued on Page 132) 





The Three regenng | Directories Compared in 





CONOVER-MAST PURCHASING DIRECTORY 


Total Circulation 24,805 





THOMAS’ REGISTER 


Total Circulation 19,792 


All Other 8,494 


MAC RAE'S BLUE BOOK 


Total Circulation 18,166 


which is Your best buy 


In selling to industry, it’s CoONovER-Mast Pur- 


CHASING Directory. By concentrating on in- 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu- 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives. 
The following are typical of the experiences of 
thousands of industrial executives who have avail- 
able to them practically all directories and other 
information sources 


*Dota Source: CCA and ABC Statements for December, 1948 
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ney Manufacturer.“ we 
use this directory more than any 
other reference work of this type 
Its compactness and accuracy 
make it an extremely useful tool in 
our department.” 
Signed Purchasing Agent 

Rubber Products Manufacturer 
“I find this particular directory 
very helpful in that it is compact 
and still contains a very good rep 
resentative listing of the manufa 
turers of machinery and equipment 
that we are interested in from time 
to time in our engineering depart 
ment Signed Chief Engineer 

Construction Equipment Manu 
fecturer. “Il am very fond of this 
directory partic bai A in view of 
the fact that it does not require a 

rane’ to lift it from one desk to 
inother 

Signed Asst Purchasing Agent 


Hridge Builder. “We use this di 
rectory a great deal in our buying 
and find it a valuable and com 
plete source of infor mation.” 

Signed 
Supervisor of Order Department 

Mechanical Equipment Manu 
facturer. “We use the directory 
quite frequently and place it at the 
top of our list as the most useful 
purchasing reference.” 

Signed — Purchasing Agent 

Power Plant Equipment Manu 
facturer. “We are regular users of 
your purchasing directory, in fact 
we use it in preference to the other 
directories we have on account of 
the ease with which we can find 
the required information.’ 

Signed-- Plant Supt 


Direct quotations from signed company letters on file in our New York office 


It will pay you to be represented in the Conover-Mast Purchasing Direc 
tory by adequate space to illustrate and describe the uses of your product 


Issued Semiannvally 


Chvcage 11, 1. 737 North Michigan Ave 
New York 17, WY, 205 East 42nd St 
Clevetend 14. Oto, 435 Leader Bldg 

Los Angeles 36, Calif S478 Wilshwe Btvd 
Pruledeipmes, Pa, 333 Kent Rc Bale Cynwyd 
Detrot, Mech 12659 Tuller Ave 

Taunton, Mast. 9 Ear! St 


Whitenall 4 6617 
Murray Hell 9 3280 
Cherry 7788 
Whitmey O55 
Cyowye 4971 
Teaas 4 062! 
Tawnter 2 1987 


Rochester 10, 68 Madher Drive (4) Town of Brighton 


Westport, Conn. Bay St 
Little Felts, © 1. Viewment Terrace 


Westpor! 7 3106 
Little Falls 41419 
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NEW FREIGHT CARS —In the past four 
years, the railroads have installed 
nearly 300,000 new freight cars. In 
1950 they are expected to order an- 
other 70,000, perhaps more — repre- 
senting some $ 400,000,000 in business 
for car manufacturers and suppliers. 


BETTER MAINTENANCE — Io addi 


FREIGHT HANDLING — Me- 





new cars, hundreds of millions of dol- 
lars are spent by the railroads cach 
year for freight car repairs, the major 
portion of which goes for parts, appli- 
ances and materials, ranging from car 
trucks to wheels and axles, from cou- 
plers to bolts and nuts. 


chanical freight handling equipment 
for stations and piatforms represents 
@ growing railway market, a greater 
number of fork trucks, tractors, crane 
trucks, hydraulic lift crucks, burden 
carriers, conveyors and pallets and 
containers are being placed in use. 


ate Ade dt d Pe Ble 1h Ms 8S, tk gi ee ’ i Ps BPE in oe oe 
Bree re ‘a Poholaie  aeT RT  se S a 


this is the time to get 
your share of the more than 
$500 million market in 


railway freight transportation 


Moving the freight of the nation is a colossal job. The strain of the war 
years has built up a most acute need to replace worn-out railway freight 
equipment, to repair and maintain present rolling stock, and to mod- 
ernize freight handling to meet the congestion of a 5-day work week, 
higher labor costs and the prospect of a growing freight traffic. 


here are the facts 


Replacement'of Equipment: Ic has been seriously estimated that orders 
for at least 70,000 new freight cars may be placed in 1950. Cars are old— 
35% have passed the quarter century mark. 

Increased traffic or not, worn-out cars must be replaced. Actually more 

cars are needed now to handle traffic congested into a 5-day week. 
Maintenance and Repair: Time and labor-saving tools are going into 
car shops so that a lower cost of maintenance can help balance and combat 
higher labor costs. Repair programs are expected to be stepped up this 
year. 
Modern Materials Handling: Railroads are increasing their buying of 
fork trucks, burden carriers, tractors, hand hydraulic lift trucks, power 
conveyor systems, skid jacks, and platforms, gravity conveyors, crane 
trucks and trailers. The use of unit containers is growing and palletized 
containers for L.c.1. freight save time and labor. 


rive your salesmen this proven hel; 
g y 


Get the attention of railway men through your advertisements in the 
magazines they read as a part of their job. That cuts your selling time. 

Use the combination of RAILWAY AGE and RAILWAY MECHANICAL AND 
ELECTRICAL ENGINEER to speed your sales in the $500 Million Railway 
Freight Transportation Market. 


headquarters for railway marketing information 
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IMPROVED CAR SHOP METHODS — 
Freight car repairs, from the maiate- 
nance of millions of car wheel sets to 
paint spraying and assembling of car 
bodies, offer opportunities for new 
machinery, for materials handling 
equipment and for other tools that ia- 
crease the time that cars are in service. 


SAFER LOADING —BETTER SERVICE — 
Prevention of loss and damage th bh 
berter loading and h dling calls for 
increased use of equipment and de 
vices, from containers to steel strap- 
ping, from freight lading retaining de- 
vices including car bulkheads, co skids 
and other | ing aids. 





RAILWAY AGE 


igi =~ sks be A 


use Railway Age 


Final buying decisions are made on every major purchase for these 
and all other departments by top management of railroading. Rail- 
way Age is read by over 90% of this management group which you 
must reach for favorable consideration and approval. Railway Age 
reaches the entire range of executives, department heads, operating 
and purchasing officers, including, of course, traffic and transporta- 
tion officers most closely concerned with freight transportation. 
Railway Age gets top priority reading by this larger railway group 
and stands first in industry prestige and influence. It is the railway 
industry's authoritative weekly magazine. It is the only railway 
business publication that covers the whole field of important devel- 
opments while the news is news. 

Railway Age, with its complete reporting on the business of rail- 
roading, provides breadth and depth of coverage unmatched in the 
industry. That's why it leads the field in advertising volume and in 
number of advertisers. Again, in 1949, Raitluxay Age carried more 
advertising pages than any other 2 railway business papers, combined. 
Use Railway Age to speed the acceptance of your product by man- 
agement, by presenting your product's efficiencies and economies. 


use Railway Mechanical and 
Electrical E ngineer 


This is the only publication edited specifically for mechanical and 
electrical departments — for the men who keep rolling stock rolling 

These department heads and supervisors specify the new materials 
and equipment, as well as shop tools and maintenance supplies. 
They are responsible for securing maximum efficiency from freight 
caf equipment and car shop operations. 

Here is the place to present the specific facts about your products — 
convincing evidence that you can help save shop time, labor — keep 
cars in service longer. 

Here in Railway Mechanical and Electrical Engineer, you reach 
each month, this far-flung organization on every railway system. 
You reach the men who can help you to sales in railway freight 

transportation. 


—} 


The FREIGHT PROGRESS NUMBER —cthe May 20th, 1950 


issue, is of paramount interest in freight transportation. 
Here is a clearing-house of latest information and mod- 
ern practice in railway freight transportation vital to 
every trafic and transportation officer as well as 

ment and to department heads. As usual, this issue is 
distributed to all important industrial crafic —— 
There is no better opportunity to present your p ucts 
where interest will be focused on becer freight methods, 
berter freight equipment and better freight service. 


iviechanical anc 
Electrical Engineer 


& 


WERE 15 INTENSIVE COVERAGE of ra:lway mechanical and 
electrical departments. These specialists are anxious to get 
helpful information on new freight cars, on car pare and 
appliances and on the maintenance of preseat equipment. 
Rising costs require modern equipment for car shops and 
efficient labor-saving devices for handling in shops. The 
opinions and decisions of these men are vital to you—give 
them the information on your products they need and you 
pave the way for increased sales. 


“ae SIMMONS-BOARDMAN PUBLICATIONS ‘«:-:°° 
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Joint Catalog Promotes 


16 Manufacturers in Europe 


NOVEI “cooperative  « stalog has 
£ been published jointly by 16 of 
the tool 


turers to their products in 


nation’s machine manufac 
promote 
the L nited States-British-French zones 
of Germany and Austria 

The companies, whose produc ts do 
not compete with each other produc ed 
the 


che sper ar d formed a more impressive 


catalog jointly because if was 


and convenient machine tool reference 


brave 


of two editions totaling LOO) « optes 


‘k than 16 separate catalogs. Cost 


was 313.000 
The « 
membership of 


ompanies make the total 


Amertoo 


group for product promo 


up 
in informal 
com perative 
tion abroad organized about two vears 
uzo by Nelson ¢ 
dent 
Milling & Grinding 
Mr. Caldwell 


export sales representative in hr 


skiwell vue pres 
ana export managet Cincinnath 
Machines, In 
whose experience as an 
nee 
before the war familiarized him with 
European tool buyers, is president of 
the group 

The catalog, “Amertool Technische 
Dienst” (Amertool Engineering Serv 
ice), is being distributed by two ex 


72 


Stenzel & Co.. Weishad 
en, operating in Germany, and I. Wil- 
helm Doll, Both 


agents serve Amertool companies ex 


port agents 


Vienna, in Austria 


clusively 


Stenzel is running newspaper ads 
and Doll is using direct mail to an 
nounce the 


The catalog was published as the 


most practi il way to present eng! 


neering knowledge and products of 
the companies to the European metal 
and to assist the 


working industry 


DEVICE for attracting greater at- 
tention to company name in displays 
has been put in use by industrial show 
section of Allis-Chalmers Mfg. Co., 
Milwaukee. Block letters move slowly 
forward ecight inches, then retract, at 
speed of 15 revolutions per minute on 
lark green panel. Power comes from 
1/6 horsepower motor. At top: Letters 
retracted. At Bottom: “Air view” 
letters extended. Device was 
lesigned by Gardner Displays Co., 


Chicago. 


are 
shows 


export agents in that chore. Each com 
pany has one or several pages of il 
lustration and copy, including prod 
uct description and data on product 
use. The 86-page, two-color catalog is 
letterpress printed on enameled stock 
with a heavy paper, plastic binding. 
Each company sent copy, art and 
rough layouts to the technical publica 
tions department of Cincinnati Mill- 
ing & Grinding Machines, Inc., which 
revised and standardized all copy and 
the catalog. Copy 
translated by the Weisbaden 
To avoid cost-hiking corrections and 


assembled was 


agent. 


remaking of cuts, no cuts were made 
return of translations, most of 
the 


until 


whic h were expanded bevond 
length of the English originals. 


Continued on Page 76 
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65,013 COPIES 
( Total : 
Distribution ) |= 


200,000 
READERS 


IN 41,524 
PLANTS 


Teeaeee. 


A PENTON PUBLICATION 
1213 West Third St 


Cleveland 13, Ohio 
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The men who read N.E.D. are a unique group. They are the officials with 
buying influence in the 41,000 worthwhile = od which account for over 
809% of America’s industrial production. But more important than that — 
they are men who are deliberately looking for products to buy. They reac 
N.E.D. each month to find equipment, products, materials and applications 
which can improve their own operations. 


And this “buy minded” audience of over 200,000 men spread their influence 
throughout all phases of industrial activity: 
55.5% are connected with Engineering, Design and Research 


709% function in Plant Operation and Maintenance 
59% are concerned with Production 


649% function in Purchasing* 


These men not only read N.E.D., they give definite proof of their interest by 
sending inquiries to advertisers invitations for salesmen to call and talk 
business! That's why men who want action from advertising are putting 
N.E.D. at the top of their schedules. 

sible for the total of 248.5% 


official bas an active 


*The overlapping of functions of the individual is respon- 
2.48 functions 


This shows that the average 


interest and responsibility in 


L 





BUSINESS PAPER EDITORS 


Here's how to win nation-wide recognition 
for your publication--and for yourself 


Enter your publication in the 12th Annual Business Paper 
Editorial Achievement Competition---conducted by 


INDUSTRIAL MARKETING 


Select your most outstanding editorial material, 
and enter it in these five classifications: 


1, For the best series of related articles on one theme. The articles must appear 


in two or more issues. 


2. For the best single article or editorial serving the publication’s field. The 
judges will consider either technical or general articles, editorials, news, and 


presentation of technical or product information. 


3. For the best single issue, special issue or annual issue devoted principally 


to a single subject or a central theme. Independent directories are not eligible. 


4, For the best graphic presentation appropriate to the publication's function. 
Individual features or complete issues will be judged on design, format, typog- 


raphy, or treatment of illustrative drawings or photographs. 


5, For the best original publication, market, or technical research published 
in a regular issue. Research must be initiated by and financed by the publi- 


cation. 


NOTE: Physical size of entries must not exceed 18" x 24". 











Awards will 


be made in Industrial 
three fields: Merchandising, Trade and Export 


Cless, Institutional ond Professionol. Publicotions in this group may elect to receive 


ewords at their own trade conventions or other meetings 
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Win one of these editorial achievement 
plaques! 


Three panels of judges, well known for their 
knowledge of the fields served by each group of 
business papers, will mame at least 15 first place 


plaque winners, and 15 certificate of merit winners. 


Editors and Publishers may enter their best work 
from issues dated January, 1949 through December, 
1949. All entries must be postmarked not later than 


May 1, 1950. Competition is open to editors of 


Six of 18 winners of the 11th annual competition as they received plaques at the 
NIAA convention in Buffalo last June. 


business papers (not house organs or company 


publications) published in United States and Canada, 


Judging will take place in Chicago, May 15, and 
winners will receive their awards at the NIAA Con- 
ference, June 29 - July 1 at Los Angeles. INDUS- 
TRIAL MARKETING will publish a detailed story 


covering the competition winners. 


YOU CAN MAKE AS MANY ENTRIES AS YOU WISH 


oSy 


Use this 
coupon 

to order 
entry blanks, 





Editor 
Publication 
Address 
City 
INDUSTRIAL MARKETING, February, 1950 


Please send us 
Annual Business Paper Editorial Achievement Competition. Our 
publication should be classified in the following group: 


Here's a chance to help dramatize the importance of high quality 
editorial content to both advertisers and agencies. 

Focus national attention on your greatest competitive asset—your 
editorial service. 


To: Bob Aitchison, editor 
Industrial Marketing 


100 E. Ohio St., Chicago 11, Ill. 


entry blanks (one for each entry) for the 12th 


A. Industrial 
B. Merchandising, Trade and Export 
C. Class, Institutional, Professional 


Zone. State. . 





Joint Catalog 


(Continued from Page 72) 
Cost is being shared, not only by 
participating manufacturers, but also 
the agents, who pay a small sum for 
each catalog they get. Some manufac- 
turers are enclosing a reprint of their 
catalog pages when answering in 
quiries on price quotations 
Some of the « ompanies are members 
of Amertool Service, Inc., a similar 
group organized for like purposes in 
Latin America, where an additional 
joint catalog may be published later. 
Amertool companies are 
Blanchard Machine Co., Cambridge, 
Mass.: Cincinnati Bickford Tool Co. 
Cincinnati Milling and Grinding Ma 
Ine Cincinnati Planer Co.; 
Cone Auto 
Windsor, Vt.; 


Springfield, 


chines 
Cincinnati Shaper Co 
Machine Co 
Fellows Gear Shaper Co 
Vt.; Giddings & Lewis, Fond du Lac, 
Wis.; Gould & Eberhardt, Irvington, 
N. J. 

National Automatic Tool Co., Rich 
Heald Machine Co., Wor 
Press Mfg. 


mati 


mond, Ind. 
cester, Mass.: Hydraulic 
Co., Mount Gilead, O.: Jones & Lam 
son, Springfield, Vt.; Kaukauna Ma 
chine Corp., Kaukauna, Wis.; Mon 
arch Machine Tool Co., Sidney, O 
and Thompson Grinder Co., 
field, O 


Spr ing 


SAND-OFLE 


ILLUSION of 
achieved by this counter card for the 
Sand-O-flex contour sanders of Merit 
Products, Los Angeles. For use by 
hardware distributors and dealers, 
card is punched with hole for rotating 
spindle of actual sander and “speed 
lines” are printed behind brushes 

give illusion of motion. Bottom brushes 


product in use is 


press against wood base in same way 

they mold abrasive cloth around intri 

cate shapes. Dozier Graham Eastman 
Los Angeles, is the agency 
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MOLDED acrylic plastic letters are 
replacing porcelain enamel letters on 
service station walls of Texas Co., 
New York. Letters cost one fifth or 
half the cost of porcelain enameled, 
depending on size. Plastic letters are 
molded from colored powders, hence 
are solid color throughout for better 
wear 


Money Talks, So Two Industrial 
Suppliers Say It with Dollars 


Silver dollars, ersartz and genuine, 
are being used these days for indus- 
trial promotion 

Monsanto Chemical Co., St. Louis, 
has molded a supply of plastic imita- 
real enough for flipping 
to see who buys lunch but not so real 


tion dollars 


as to get the company in bad with 
the FBI. The plastic dollars were sup- 
plied to salesmen to distribute to cus- 
tomers in introducing merchandising 
campaign with this motif: “For a 
bigger dollar's worth—buy and sell 
plastics.” The motif is imprinted on 
the dollars 

A big advantage for the salesman 
the plastic dollars are only a fifth the 
weight of the 

KR. G 
maker of 
used genuine silver dollars to stimu 


some 120 “cart 


real thing 
Peoria, Ill., 


equipment, 


LeTourneau, 


earthmoving 


late sale samen 
wheels” were poured out on a con 


ference table to dramatize a sales 


neeting's theme “Time is monev 


let's sell every minute.” 


Two Waves to Make Booklets, 
Rough Lavouts Faster, Better 
Many 


ire missing a bet by overlooking 


ulvertising and sales manag 
two economical, result-getting tech 
niques for reproducing flip charts, 
sales presentations, comprehensive lay 
outs and sales manuals 


Technique No. 1: “Ozalid” am- 


COMPANIES that show films to 
customers, distributors or salesman 
but have insufficient space for a sep- 
arate projection room can try this 
trick. A conference room or office may 
be converted, when occasion demands, 
by use of combination blackout and 
projection screen such as in offices of 
Film Counselors, New York. Simple 
light traps along windows make room 
lightproof when shade is drawn 


monia direct process printing on a 
special, pre-coated paper makes repro 
ductions of material ranging up to 
4) x 72” in size and in quantities 
small (as few as three copies) or large 
at low cost and with a remarkably 
good, almost photographic result that 
gives sharp detail. A 20-page sales 
presentation can be reproduced for a 
finished job in a fraction of the time 
usually required. 

Tex hnique No. 2: the duplex photo 
stat can be used to better reproduce 
rough and comprehensive layouts in 
sizes up to 13 x 17”. Instead of pre 
paring a booklet layout and then order- 
ing separate stats of each page for the 
dummy, you can use the duplex photo- 
stats to get one sheet of paper with 
the cx Pp ed material on each side. The 
paper folds more easily than two con- 
ventional stats pasted back to back, 
the visual impression is more accurate 
and extra bulk is eliminated. Among 
blueprinters and photographers offer- 
ing these services is Huey Co., Chi 


cago. 
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How is this for Growth ? 


MODERN INDUSTRY'S paid circulation 
has increased 44% in past 2 years! 


Issue by issue, Modern Industry magazine has developed 
into a mature publication with a record unique in business 
journalism. Paid circulation at the end of 1941, its first year, 
was a little over 8,000. By the end of 1947, it had gone over 
the 34,000 mark. The net paid circulation in December 1949 
is over 50,000. An increase of 44% in two years alone! And 
this is only the beginning. Our policy of distributing thou- 
sands of sample copies each month to a selective list of 
important industrial executives has helped the magazine 
sell itself. Sampling still goes on. Total distribution of 


MODERN INDUSTRY is in excess of 55,000. 





NOTE TO ADVERTISERS: M.1., the 
only magazine edited specifically po oe 
for industrial management ex- 
ecutives and circulated primarily 
among them, presents your ad- 
vertising message to more than 
55.000 receptive readers at the 
lowest cost of any executive 
industrial publication. If you 
want response to your advertising 
from America’s leading manufac- 


turers, put M.1. to work for you. 











Modern Industry 


Net paid circulation over 50,000 


PUBLISHED RY MAGAZINES oF INDUSTRY Inc 847 MADISON AVENUE, NEW YORK 17 wy. ¥. 
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Another advertisement by ABP ...to promote the effective use of advertising in business publications 


Paging the 





— company heads have plenty 
of top-drawer problems to wrestle 
with. And in the forefront is the prob- 
lem of selling the product against ever- 
toughening competition and keeping 
down the unit cost of making a sale. 
As one company president put it re- 
cently: “Make no mistake. The postwar 
honeymoon is over. Now we've got to 
SELL TO SURVIVE. ..cnd we've got 
to sell efficiently.” 

It doesn't take any clairvoyance to 
see where the advertising manager 
(and his advertising agency) fits into 
this picture. To a growing extent, man- 
agement is looking to competent adver- 











tising managers for help in finding the 
answer to this important problem. 
Many are being made members of the 
top management team. There are many 
reasons why. Here are just three of 
them: 


1. The competent advertising man- 
ager knows how to create a need for 
or a preference for a product... by 
means of economical mass persuasion 
techniques (often at a cost of only a 
fraction of a cent per unit of persva- 
sion). 


2. He knows how to help the sales 
manager increase the productivity of 
salesmen ... by providing them with 
adequate selling tools and by utilizing 
high speed, low cost advertising to do 
the preliminary and intermediate sell- 
ing jobs, permitting salesmen to con- 
centrate on closing sales. 
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-fair-haired boy of 1950! 


Mr. Ad Manager...if the Big Boss ever needed your help 
..-fight now certainly is the time! 


3. He knows how to evaluate mar- 
kets... how to determine where the 
juiciest selling opportunities lie, oppor- 
tunities that can be cashed-in “on at 
minimum selling cost. 


Therefore, when we say that the ad- 
vertising manager is the fair-haired boy 
of 1950 we don’t feel that we are ex- 
aggerating. Certainly the advertising 
manager of sufficient stature has a rare 
opportunity today. 


How you can help bring in 
sales at minimum cost... 


One very real opportunity you have as 
an advertising manager, to help your 
management bring in sales at lowest 
possible unit cost, is through the use 
of relatively low cost space in business 
publications. And this holds true for 
both general consumer and industrial 
products. For example 


1. Within the past year a company 
in the building ficld launched an adver- 
tising campaign for a product priced at 
from $5,000 to $100,000. This cam- 
paign was designed to produce high 
quality inquiries for salesmen and deal- 
ers to work on. The advertising used in 
business publications was prepared to 
appeal to the specialized interests of 
each field covered. Costing only from 
$250 to $485 per page for space, it pro- 
duced 1339 inquiries in ten months, at 
an average cost per inquiry of $8.67— 
45% less than the average cost per in- 
quiry of $15.62 for other media! 


x** ®* 


2. Do you sell to consumers through 
wholesalers and dealers? Then here's 
one for your book. Recently a jewelry 
manufacturer introduced a new line of 
watch bands. Advertising in national 
consumer magazines was preceded by 
advertising in business publications 
read by jewelry wholesalers and retail- 


ers. More than 10,000 jewelers ordered 
a full assortment of the new line of 
watch bands “within six weeks of the 
first announcement, without seeing 
samples of the new line— all as a result 
of the advertising in trade papers and 
the mailing of reprints of these adver- 
tisements.” 
x** et 


3. Another manufacturer, well- 
known in one industrial field, has told 
us about his experience in invading an 
entirely new field (for him) — industrial 
plant maintenance. Because both his 
company and product were practically 
unknown in this field, his salesmen ran 
up against much selling resistance. 
As a result, selling cost was seriously 
out of line. Then some 
advertising was prepared — and placed 
in only three business publications. 
After six months of this advertising the 
salesmen reported that the resistance 
formerly encountered had practically 
disappeared! 

xe * 


We know that business publications 
aren't the answer to all advertising 
problems. But we are sure that the top 
management of your company will 


thank you for remembering that adver- 
tising in business papers goes to market 
with an eleven-to-one advantage over 
anything else on the schedule, per 
dollar invested! 


Although business papers account 
for no more than five percent of the 
total advertising expenditure in this 
country, they tap about fifty percent 
of the market for our gross national 
product. $1.00 invested in business pa- 
pers — taps $543 of potential business 
on the average. $1.00 invested in gen- 
eral magazines, newspapers and radio, 
collectively — taps only $48 of poten- 
tial business on the average. 


».$. 1f you'd like reprints of this advertise- 
ment to pass along to others in your 
organization, they are available in limited 
quantity. Write to THE ASSOCIATED 
BUSINESS PUBLICATIONS, 205 East 
42nd Street, New York 17, N.Y. 


BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. 


The group of paid circulation business publications that 
has been cooperating since 1916 to maintain and enhance 
the standards of business paper publishing — in the interest 
of the reader and the advertiser as well as the publisher. 
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Cardox Campaign Cultivates Top Brass 


YARDOX Corp., Chicago manufac 
turer of carbon dioxide fire ex 
tinguishing systerns, believed it had a 
slight touch of top-brass-poisoning 
The company 5 equipment ime ludes 
small mobile extinguishing units, 
complete fire extinguishing systems 
for large factories, and industrial and 
airport fire trucks. Many 


tions cost only $2.000 or 33.000. but 


installa 


the larger jobs run to well over $100, 
000 

Often when the buyer's top execu 
tives were confronted with a proposed 


expe nditure running to five figures for 


Cover Picture 


i 


specialized equipment with which they 
werent too familiar, they put up a 
little resistance 

Om occasion Cardox salesmen would 


The chief engi 


would 


run into this situation 
neer and the safety engineer 
be convinced that the equipment was 
needed The works manager and the 
purchasing went would be sold. But 
when it came to getting top manage 


ments approval for the expenditure 
(usually in closed session with nm 
salesman present there was resist 
ance 

Th « reluctance t 


ditures for fire extinguishing 


ipprove expen 
equip 
means widespread. It 


but the 


ment was by m 
atymied a sale now and then 
problen could not he »nsidered ex 
tremely serious, The company s adver 
tising im business papers had done a 
good job, the name was well known 
below t p management levels, and 


good. But F. C. Rodger, 


general manager of the Cardox Fire 


sale * were 


Division could see no reason for pass 


80 


ing up these occasional almost-sales. 

The approach to the problem was 
different, or original—but 
it is paying off. At the suggestion of 
their agency, Glenn, Jordan & Stoet- 


not new 


zel, Inc., Chicago, Cardox’s existing 
business paper campaign was sup- 
plemented by a separate campaign 
aimed straight at top management. 
Its objective: to familiarize top man- 
agement with the Cardox name, and 
the desirability of having adequate 
fire protection (by Cardox, natural- 
ly). 

Ads in the current series, appearing 
in Fortune, play up advantages such 
as: Extinguishment is so fast that fire 
damage is held to the very first stages, 
or fully eliminated. Nothing to clean 
up after the fire. Or warnings are 
given, like these: There are key op- 
erations in any plant where the crip- 
pling effect of fire és out of all pro- 


portion to us immediate damage. 


Distribution Plays Vital 
Role in Economy: Sawyer 


Tremendous effort and suc 
production has left this 


Derrort 
s in war 
country with a hangover involving over 
emphasis on production and underem 
phasis of distribution, Secretary of Com- 
merece Charles Sawyer told members of 
the Outdoor Advertising Association of 
America at its 54th annual convention 
Our pride concerning our genius for 
production sometimes leads us to under 
estimate the importance of distribution, 
he said 
Answering critics of the U.S. dis 
tribution system, he explained that it is 
people with a wide range 
of service that they cannot expect to get 
for nothing 
“Business has something to sell to the 
an peopl he said. “Business 
s proved that it can produce and dis 
ribute the things people need and want 


The b 


people on the performance of 


siness men of America must 


-“iness syvetem 


Sylvania Ups Connor, Viebranz 


_onnor former general 
{ Electronics Div.. Syl 
reducts, New York, has 
general sales manager, 

Alfred ¢ Viebranz 
ment sales representative 
ctronics Div.. Washington, 
| Mr. Connor as general sales 


Flectronics Div 


Many modern production techniques 
and processes have created new fire 
hazards, for which yesterday's fire 
protection ts dangerously inadequate. 

Fires, an unusually glamorous and 
exciting subject for industrial ads, 
are somewhat difficult to illustrate, 
for the extinguishment equipment 
squelches fires when they are starting 

and there are no opportunities to 
take photographs of big, juicy, roar- 
ing infernos. The agency solved this 
problem by using large duotone il- 
lustrations of firemen to create a 
“fire” atmosphere. 

There is a touch of human interest 
behind artist Bill Neebe’s creation of 
the wash drawings for the series. Bill's 
dad, a retired machinery salesman, 
posed for the pictures—in a fireman's 
hat borrowed from Battalion 27 of 
the Chicago Fire Department. Herb 
Stoetzel, GJS vice-president, insists 
that the boys at the fire house spent 
at least $2 in nickels, phoning the 
agency to learn when the picture of 
their hat would be published. 


New ‘CEM’ Uses Different 
Circulation Method 

New Yorxk—An unusual circulation 
method is described in a booklet telling 
the story of Construction Equipment & 
Vaterials, new Conover-Mast publica 
tion that will be mailed this month to 
about 3.500 advertisers 

4 CEM circulation problem was that 
the key men in the construction indus 
try constantly move from job to job 
To meet this problem, the circulation 
system will center on the constructior 
distributer and his salesmen, as follows 

Each salesman of a large number of 
selected construction distributors main 
tains the circulation of CEM in his par 


Under the direction of 


ticular territory 
the sales managers of these dis 
tributors the salesmen provide the names 
of the 
keep their subscription lists corrected 


publication's readers. Salesmen 
from month to month 

The distributer pays for every copy 
that CEM mails to his hand-picked sub 
cription list each month. In return, he 
gets an ad on the back cover of the 
opies sent to his list—a system similar 
to Will & Factory's 

The arly intages claimed for this cir 
culation method are that it is automati 
cally limited to the men in the con 
struction industry who buy and use 
equipment and materials, reaches the 
contractors as they move from job to 
job and stops when the job is finished, 
waste 


and automatically eliminates 


as subscription additions, cor 


copies 


rections, and removals are made 
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Winger: 


Bei 


onstant, close partner to commerce and 

ervice, it must > : ‘ . ry 
As a service nust be Financial Advertisers 
e pages of in Business Week 


Finance has alwa 


ndustry. Each pros elation to the other 


ld...and lea incial institutions sell it throu gl th 
Business Week 
REASON: Business ek is read by ah ghly concentrated audience of 
tives who have the respons b lity of for 
These 


execu 


Management-mer 
ting and maintaining sound fiscal policies for their firm 

men need, and we yme, information about organizations qual fied to 

advise and assist them on financial matters 

nancial advertising directed to 


RESULT: 8 ess Week carries more f 


y other general business or news mr oga 


of Business Week pro- 


business and industry than an 


zine. Advertisir 4 ars invested 
. for one re 


n the poges 


Guce more. 


WHEREVER YOU FIND IT, YOU FIND A 








MANAGEMENT-MAN...WELL INFORMED 





Jor those who like ‘em tell, 
dark 


and 


handsome 
ATF 


Introduces 


LYDIAN BOLD CONDENSED 


S 
The devotees of slimness will welcome this : nN aR 
distinctive, dressy design by the well-known r a. 
talligraphic artist, Warren Chappell. This \ 
is not a mere narrowing of popular Lydian 

Bold, but a consistent original conception 


of broad-pen lettering in restricted width, 


with remarkably open counters and vig- : f f 
Orous freedom in the curves. Close-set or Bi | 
letter-spaced capitals in display sizes up . 

Ls | 


to 7)-point have a noble dominance that 
comes as a rich relief from monotone sans 


serifs. Yet in the book sizes. even as small 


as the 10-point, readability is unsurpassed 





! 
Lydian Bold Condensed is im- 


by any other condensed face. . 


Ghz 


mediately available from stock 


. at all ATF Branches. The new 
companion Italic is now in 
A m e rl ca n Ty p e Fo U n d e rs j | production for later pri 


200 Elmora Avenue, Elizabeth B, New Jersey G enemas 





Chek-Chart é 

(Continued from Page 54) $ THE 

ment is unable to stock. These engi 

neers have also found wide variation MARKET PLACE 
in recommendations covering units of 


similar purposes and construction, 
differences in lubrication periods 
recommended for comparable makes 
and models and fluctuations in the 
temperature ranges under which lu 
bricants are sper ified for the trans- 
mission and differential. 

Mr. Shaw concludes that unless the 
number of types and grades of lu 
bricants is reduced, service station 
attendants will fall into the habit of 
substituting where the exact variety 
is not carried in stock. He has waged 
such an aggressive campaign for re- 
forms that it seems likely that some 
concerted action will be taken 

In the role of moderator, Chek 
Chart has already induced important 
reforms in the field of farm tractor 
lubrication which it entered a few 
years ago Lack of uniformity in 
manufacturers’ manuals has been suc 
ceeded by substitution of SAE tem 
perature ranges for vague terms for 
merly employed. Lubricants are now 
designated in terms of hours of op 
eration rather than in generalized 
phrases 

Chek-Chart now has about 75 em 
ployes, including Geors Williams HOTEL JEFFERSON 


. president and = ; manager, a ST. LOUIS, ao. 
ubricat on exp rt whose ivorite ques 
AUGUST 15-16-17-18-19 


Che virtues of Chek-Chart were for Plan now to exhibit and sell your products at the 49th Annual National 
merly pre sented in a mimeogt iphed Powe r She “ Thousands of engimeers will be there “ ho buy, spec ify and 


thon Any questions?” 


sheet, which has expanded into “Chek recommend power production, power generation, power transmission 


Chart Service Bulletin.” a colorful and materials handling equipment, mate rials supplies und services. 


mthly described as “a news digest Many exhibitors signed up for the 1950 show before the 1949 show 
lubrication and servi informa closed. The 49th Annual Show is certain to be a “sellout.” Write today 
Formal advertising is limited for floor plan so you can place your reservation at once. Space is assigned 


an occasional “thank you” to the in order of receipt of reservation agreements. 


automotive, lubrication and equip 


ment engineers. ol companies and These Exhibitors Have Already ASK FOR REGISTRATION ANALYSIS 
others who have contributed to the A nine page statistical analysis of at- 
sccuracy and success of Chek-Chart Reserved Space for the 1950 Show tendance at the 1949 National Power 


‘ Show will be sent on request. This anal- 
VW hile ( he k-4 hart is reasor ably Armstrong Machine Works Milwoukee Schoo! of 
, Babcock & Wilcox Co Engineering 
prosperous, tts founder takes pp ide in Bushnell Packing Compony Otis Elevator Compony 


ysis breaks down the thousands of 
registrations by state, city and foreign 
“ y es; by sition and executive 
' . ‘ ° Pertes Corporation os y 
the fact that its prof ts represent an = <oge omy > Compery a: oh he tates title; and by industry. This registration 
" ombustion Engineering— ¥ ave . = 
infinitesimal Pp tion of the volume it Superhester, inc Fivebrick Co analysis proves that every manufacturer 
- Power & Opercting En 
: Deerborn Ch owe peroting Eng 
The ee jemical Co mMeGrow-Hill exhibiting in The 49th Annual National 
Ramtite Co.. Div. of Power Show to reach this valuable 
Obermeyer Co audience of customers and prospects 
other Fairbanks, Morse > Co Robeling’s, J. A., Sons Co 
Gerlock Packing Co 
choub, Fred # 
vehicles into a science has been ac Green, A.?.. Fire Brick Co ~ od H., Eng 
of a huge oe Union Compony Sexower, J. A., Mig. Co, 
lint + Compony Sinclair Cool & 
number of 1 vechanical devices for the Livingstone Engineering Co Sevthern Cool 


who serves the power field will profit by 

has created. directly or indirectly 
Dowell, Inc 

cle velopr vent of lubrication of cars Electric Avte-Lite Co.. The 

trucks, airplanes, tractors and 

, ine 


compa! ied by the perfectior 


quick and painless greasing of thei Lunkenheimer Compony Wolworth Compeny 


moving parts. Mr. Shaw can justly Show them... Sell them... 
claim to have played an important with Pp Sh Exhibi 


role in this evolution 
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January 


Advertising Volume 


Volume 8.3%, (in Pages) Under 1949 


Industria 


Product News 


I racle 
(lees 


Export 


Grend Totol 


tadustric! Group 


Digest 
merican Aviati 
m 
American Builder 

American 


Heating & Ventilatin 


Heating Pining 


ditioning 


I I ‘ 


82 


A 


\ 


1980 
id 


ages 


eee 


1949 
16,118 
20 
6,397 


2,140 


24.262 


Industrie! Group 


Industrial & Engineering 
Chemistry 

Industrial Finishing (4'.x6°' 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w 


Lumberman 


Machine Desig 
Machine & Tool Blue Book 
' xf 
Machinery 
Manufacturers Record 
Marine Fraineering & Ship 
ping Keview 
Mass Transportation 
Materials & Methods 
Mechanical Engineering 
Vechanization 
Metal Finishing 
Milk Dealer 
& Factory 
a Engineering 


1 Machine Shop 


urnal 


INAGE figures for 249 business pa- 
pers reporting to  InpUSTRIAL 
Markerine showed an 83% drop in 
January, 1950, based on comparative 
figures for 1949, with a total of 24,072 
pages this year, 26,262 pages last year 
An 8.4% decline appeared in the 145 
Industrial papers, a drop of 1,352 pages 
Publications in the Trade group lost 
626 pages, while the 17 Export papers 
showed a loss of 181 pages, or 12.9% 
The mildest decline of 1.9% appeared 
in the 27 Class publications, while the 
Product News group, added to the tabu 
lation in December, were up nine pages, 
or 4.4% 
Uniess otherwise noted, all publications 


are monthiles and have standard 
7 = 10 inch type page 


Industrie! Group 1950 1949 
Pages 


Southern Power & Industry 4 71 
Steel iw.) 6°446 a*504 
Supervision 3 2¢ 


Telephone Engineer 5 4 
Telephony (w.) **1% 
Textile Industries 135 
Textile World 189 
Timberman 5 *159 
Tool & Die Journal (5 x 7%) 95 
Tool Engines 81 
Trafle World (w 


0 
0 


Water & Sewage Works 
Water Werks Engineering 
Welding Engineer 
Western Canner and Packe 
Western Construction News 
Western Industry 
Wood Worker 
Woodworking Digest 

6%) 


World Ou 
World Petrol« 


Total 


Product News Group 1950 1949 
P s 


‘oge 


Volume figures for product news informa 
publications | ele are reported 
n 1/9 page units r " " ,x4 
net in standar 


Electrical Equipment 


In«lust s| Equipment 
Industrial Maintenane 


Equipment Digest 


1,856 


Die 


1950 1949 


vin St 
Adn 
‘ 
Druggist 
(ret nl Merchandi ss 
Variety Store Editions 
<ery Editions 


nomist 2 
{ 146 


Cont nued on Page 124) 
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Yous best salesmen look for the worthwhile smoke- 
stacks... and there are sound reasons why these men 
do an outstanding job. American industry is made up 
of thousands of plants—240,881 to be exact—and 
covering them is a big order for any sales force. But 
if vou concentrate on selling the worthwhile plants, you 
ean whittle the number down to 45,000 and still cover 


85°) of industrial buying power! 

We feel that good business papers should also know 
and look for the worthwhile smokestacks. Your printed 
salesmen—your publication advertisements—can do 
a much more effective job if they are being read in 
the heart of vour market, the worthwhile plants which 


account for 80%, to 9067 of the buving power. 


That's why circulation figures alone are not enough 
when industrial publications are being compared. Plant 
or unit coverage is vital information in deciding which 


magazine will be most effective. 


While a straight “nose count™ of plants is helpful 
and more than is now available from many papers), 
the information should go farther than that. Some 
vardstick such as employment or value added by manu- 
facture should be furnished with the plant breakdown 
so that an accurate estimate can be made of the 
percentage of total buying power covered by the 


public ation, 


Susgtet ety! at 


=* 


What kind of smokestacks 
do your salesmen look for? 


Here's the way it works out in the case of STEEL: 


The 1947 Census of Manufactures lists 50,286 metal- 
working and metalproducing plants. But 12,297 of 
these (those emploving 50 or more) accounted for 
92.2% of total employment and 92.2% of value added 


by manufacture. 


STEEL covers 12,855 plants—but the important point 
is that this coverage is concentrated in this select 
group of larger plants which represent well over 90% 


of the market. 


All Penton publications benefit from a continuing 
research program which tells them how many smoke- 
stacks there are, how big they are, and what kind 
they are. Information like this makes circulation truly 
effective... and assures advertisers that their sales 


message is going where the business is being done. 


If you would like more information on the markets, 
coverage or readership of any Penton publications, we'll 


be glad to hear from vou 


™ PENTON funn 


PENTON BUILDING « CLEVELAND 13, OHIO 





sTeee «°° ~—=«(MacnnedeEsicn 
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Mercer of Aluminum Company says 
P.A. is of top importance 


The responsibilicy for purchasing materials to —advertise in Purchasing. It's the 
I | 

magazine tailored to the exact requirements of the 

function read regularly by P.A.s 


one national 


maintain the modern production line must obviously 
be given to a single department that is the Pur purchasing 
chasing Department says Mr. ©. S. Mercer, Alum controlling 85 of industry's purchases. 

inum Company of America No wonder more than 600 cost-conscious adver 


The P. A Mr. Mercer states further, “is a tisers consider Purchasing ot top importance in 
practical liaison between suppliers’ representatives selling the most important man in today’s industrial 
und his own production and engineering depart buying. It saves your salesmen’s time, enables them to 
nents so, naturally, he ts of top importance in’ contact more purchasing executives, close more 
orders. For complete information, write Purchasing 
To make your representatives’ sales efforts prof 205 East 42nd Street, New York 17, N. Y. Offices in 

Chicago, Cleveland, Dallas, Los Angeles. 


my sales efforts 


table und lower the cost of making a sale take 


another up trom Aluminum Company of America 


A CONOVER-MAST 
PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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e Chay Chaserd 


IBM 


H” CLOSE to your customer do 
you get your advertising / 
No. we don't 


means of the right media we mean 


mean how close by 


how close by the directness, the in 


timacy, the personality of your copy 
in tact 
f the tele phone op 


other end of the line 


Som copy too mur h « py 
s like the 


erator at the 


vorce 


nposed, undoubtedly ef 
but so, so impe 
(nd some is like 
blood salesman. It just seems to get 
right 

our prob 


ol and cu 
tieoient rsonal 
copy i flesh and 


right in the room with vou 


you. This 
resort 
s, cartoo 0 snappy 


patter 


Sometimes it ¢ couched im just 
inemotior glish and still 


d b is! 


ical matter 


plait 


recognize that an i a 


ness paper is nota mechal 


f 10,000 impressions of a 7x10” page 


but more like a gathering of a particu 
lar clan 

For instance, we've always been 
way bis if | cer 


International 


pre essed with the 


tainly dignified } Busi 
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~ BOTA S AEROS 


SANFORIWED* 


Cluett, 


ness Machines goes about its advertis 
ing job. Here's a good sample which 
sounds as though Mr. Watson told his 
advertising department to go out and 
ask some department store executives 
IBM 
Clipped from Department 


to come im and seer some new 


mac hines 
Store Economist, this page reads 
IBM 


The International 


Bu- thes. Ma 
cordially invites 
IBM prod 


their 


chines Corporation 


you to a display of new 
demonstration of 
retail store ipplication Products to 
be exhibited will include 

Electronic Accounting and Taba 

Ieting Machines 

Electric 

blectric 

Electronic Self-regulation 

Proof Machines 

In the IBM Hall of Products, 590 
Madison Ave. New York, Tuesday 
January id Wedne+day January 


th | P.M. te 9 POM 


ucts and ‘ 


Type writers 


Time Sv stems with 


! suppose what impresses us most 
is the simple directness of the whole 
That. along with the intelli 
on the part of IBM 


nough to 


business 
gent 
that the 
stand all alone 
other advertisers pack the 
all sorts of 


1950 


recognition 


show is important 


in a page ad. So many 


page with 


patter about their ma 


Peabody 


chines or company, and then perhaps 
include the invitation in small type 
almost as an afterthought. 

Now, when you drop your dignity 
and talk like one of the boys (always 
you know how the boys in 


field talk), 


distance between 


being sure 


a particular you again 


devastate the you 
and your good customers. No better 
example of this type of copy, certain- 
ly, than Cluett 


department 


Peabody chatting to 


store buyers. Here's a 
honey, a spread, “// we told you the 


he'd 


illustration 


’ 
name of this man shoot us 


Big cartoon business 
exec seated on a stool—a two-gunman 
behind a giant cannon, lighting a fuse. 
{ oOpy 


Ww. just..don't..dare tell you 
his name. Bat we'll tell you he's one 
of the Up-There makers of a really 
Top-Drawer line of 

In fact, he’s so proud of his oun 
label that he won't put anything else 


“ ash dresses 


on 

Well, we he'd been along 
called on a certain Big 
is smart and hot 
will help sales 


wish 

when we 

Bayer. This buyer 

after anything that 
And she told us 

Promises. . Promises 

She ssid that she had 


twice 


called on 
this gent 
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—— eg aes 


Top: Lux Clock Mig. Co 


bach time, she had praved with 
him to get the sanforized” track 
mark on his dresses. He had final 


ly promised to do this But he had 


to learn the herd way 

This goes on for a few more para 
graphs, selling the “Sanforized™ label, 
but it is the tone of voice more than 
the marshalling of all the sales argu 
nents that we hope you will heed 
This kind of copy is not easy to write 

if nt doesnt ru true its a total 
lud. But when it’s right, it’s terrific 

sp aking of the direct statement 
there is one form which has become 
thused over the years—the signed 
words of some company hotshot. You 
know, “A Frank Message from Joe 
Blow Yet that is necessarily no 
reason why it should be avoided if 
the big boy (or his best ghost writer 


me such, fr’instance. signed by Fred 
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really has something to say 








ory, 


*% Bottom: Nash Motors 
Lux, President of the Lux Clock Mfg 
Co. Read 
We a Waterbury, are clock 
makers, My father was a clock 


md a good one. | learned 
under him and | hope 


maker 
my busine .* 
ome day to be as good as he was 

We claim for ourselves mainly a 
knowledge of the design and manu 
facture of good clocks 

But we know, too, that the «ame in 
tegrity that goes into the making of 
geod clocks must be a part of the 
manulacturer « relationship with the 
wholesalers and retailers who sell 
his clocks 

We have seen so much evidence 
that there is need for clarification on 
points of policy and intent in the 
clock business 


This spread then goes on in detail 
ifter the stage has been so beau 
tifully set by the president's message. 
*® Sometimes it’s just downright, un 
inhibited enthusiasm that sets the 


pace. Like this Nash Motors ad ad 


dressed to dealers, “They wore the 
paint off the floor” 

They broke down doors... they 
shoved through windows 

..dthey snarled up traffic in the 
streets.. brought out the police and 
fire departments. . . 

They wore out the paint on the 
showroom floors..those millions 
and millions who stormed Nash 
showrooms to see the new Nash Air 
flyte. 

And it’s still going on! 

They're still coming back, again 
and again, and bringing their fami- 
lies and friends. 

Then the copy zips into features in 
high gear, still contagious . . . sound- 
ing for all the world as though Nash's 
most enthusiastic owner was talking. 
So let’s send a big OK AS INSERTED 
to Warrine HALL, copywriter at Gey- 
er, Newell & Ganger, Detroit. 


Take a Card... Any Card 


At any given time of the month, 
like most other guys in this racket we 
have a pile of business papers on our 
desk. What we now propose to do is 


simply grab a handful of them .. . 


sort of sneak up on the advertisers 
when they don’t know we're coming 

and see what kind of copy per 
formance Is going on. 

Here's Motor Age, for instance, a 
very important medium to a very im 
portant market 
and accessories. Why, take parts and 


automobiles, parts 
accessories alone and you have a $4, 
200,000,000 business. That makes any 
trade ad a pretty important sales tool 
So let’s see how they stack up 
Here's a pretty fair piece of per 


formance copy for Sun Oil—‘“Sunoco 


Sunoco Dynafuel proved 
superior to 7 leading - 
premium-priced gasolines 


mee +. ute 





ot mation rab Ape 
— pevformasce @ all cyinders 





Sun Oil 
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Want To 





Your Product Promotion 


To Cover ALL Industry? 














Not thin—like butter on a lunch counter sandwich 
but THICK like a kid slathers jam on bread! 


$110 COVERS—like an Arctic sleeping bag- 
60,338 men who operate and engineer the biggest 
plants in all industries. 


52,083 of these men are in plants rated $100,000 
up! 


96°/, of these men indicate they use INDUSTRIAL 
EQUIPMENT NEWS to look for their current 


needs. 


They seek new “things to do things with." Figure 

it any way you want, you can't get more compiete 

coverage of the American industrial market, even Could be you'd like to s-t-r-e-t-c-h 

if spend $1,000.00. your advertising dollars for more 

# you spend $ sales this 1950. Then be sure to 
write for our up-dated “IEN PLAN”, 
and CCA Statement and a sample 
issue. 


Controlled Good for seuuine A because Toral 


Circulation 60,338 bees Distributton 65,174 
Used For BUYING KX 
INDUSTRIAL BQUIPMEN 


= 4 
rt ; faery SAT if 
INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 
7 PRIQRT! hf pow ~ ee fo aed P ee eee eal, eve 
THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE, NEW YORK TN. Y, 
Boston - Chicago - Cleveland - Detroit - Los. 5 - Philadelphia 
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Walker Mig. Co 


~ OWE Dynafuel proved superior to 7 leading 


oo 
J 


premium-priced gasolines ” Then, in 
smaller type for smoother anti 
knock performance in all cylinders.” 
C'wo graphs show Sunoco performance 
vs typ al premium-priced gas per 
formance, authenticated by a letter 
from the Pittsburgh Testing Labora 
tory Then just above the trademark 
there are two important lines in good 
display Up to 2c a gallon less than 
ther high-test gasolines.” On the 
boiler plate side but a pretty powerful 
ad 
Neat stra ht-product handling in 
this Walker Mfg. Co. color page 
New Performance New Ease of 
Operation Longer, More Trouble 
bree 1s greatest hydrau 
ack Best feature of the 
panel | tour pictures with 
captions al the hase The Finest Hy 
draulic Power Mechanism for Serv 
ive Jacks Ever Developed.” Feature 
hy feature New LS.D power evlin 
ler New, self-centering finger tip 
control New filtered ‘Hydramati 
relief valve Tolerance .0O15” pre 
reciprocating parts” 
the " nism is effectively 
demonstrated 
*#KR. M. Hollingshead Corp. comes 
out fighting in a smash-bang bleed 
olor spread o “Met-L-it.” a patching 
ind repair composition for auto bodies 
mong other things “x ko! Head 
line save, “J0-Ton Truck Can't Loosen 
Met-L.-it Socko! Subhead savs “No 
Is No Ands No Buts! Apply 
Met-L-it and Met-L-it Fiber accord ng 


Above Skilsaw t Directions und Get Guaranteed 


MORELE Predect For Cold Meta’ Mors 
r Met-L-it stars HO" 


*% Met-L-it—R. M. Hollingshead Corp 


Permanent Adhesion.” Then, below all 
this on the left hand page are listed 
several reasons why the service man 
can depend on Met-L-it for more 
profitable body repair work. Over on 
the right, pictures of the 10-ton truck 
trying to loosen the Met-L-it repair 
job—below  picture-caption instruc- 
tions for using the product correctly. 
We'll give it, copywriter Bos Noe! 
ind creative chief Buono Howarp of 
( ampb il-Mithun’s Chicave office an 
OK AS INSERTED for a real selling 
job ss 
tear Mie. Co. handles product 
features effectively in this color page 
Only one whe balancer Checks 
OK on All Ten.” Along the right side 
of ad a column of features like these: 
Balances wheels at ALL Speeds 
Checks both Static and Dy-Namic 
LUn-balance in One opera‘ion 
Gets the wheels off which means 


more and bigger service and part 
sales for vou 


There are seven more for the deal- 

er to check, all equ ally significant 

Three good pictures of the product- 

in-use in this Skilsaw bleed color page 

‘Skil Drills Speed Up Major Over- 

hauls!” General idea advertiser gets 
wCTOSS IS... 

SAIL Drills have the extra power 
the extra speed under load = that 
makes tough drilling fast and easy 
With «pecially designed SKIL at- 
tachments they're ready in seconds 
to clean valve guides, hone cylinders, 
remove carbon, cut holes and do a 
hundred other jobs 


*Here’s another baby with beau 
coup bounce, Hygrade Products Div. 
of Standard Motor Products—“Easy 
New Way to Rebuild Carburetors 
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100-year-old industry fas 


new 4-yeatzWld “champ!” 





Seldom. if ever, has any magazine shawn the 
amazing growth of MODERN RAILEDADS 
Gaining 20 advertising pages isfue by 
issue —for the past three years —is quite a 
record. especially in the 100-year off rail- 
road industry 
1946 — 10) Advertising Pages 
1947 343 Advertising Pages 
1948 — 596 Advertising Pages 
1949 834 Advertising Pages 
Entering its fifth year, MODERN RAM 
ROADS is still growing. and already — issue 
by issue — advertisers invest more dollars 
in MODERN RAILROADS than in any other 
railway publication — weekly of monthly Yes 
MODERN RAILROADS is the new champ! 
Look into MODERN RAILROADS The lorgest gain over 1948 of ony mogesine pubbtichodl 
... it’s BIG in format, Editorial impact and Readership . 
... It's Beautiful—write for sample copy and see! 
. «+ It's POWERFUL —use it. and know! 


R 201 NORTH WELLS STREET CHICAGO 6, ILL INOTS 





NEW WAY REBUILD CARBURE 


Y we CS, SHOP OPERAT 


*% Hygrade 


Hailed by 
tors! New 
tem.” Let's sample the copy 

JUST FOUR WEEKS AGO, we 


broke the mews about the Hygrade 
the easier, quick 


Mechanics, Shop Opera 
Hygrade Fingertip Sys 


Fingertip System 
er, better way to rebuild carburet 
ors right in the shop 

WE STATED THAT THIS NEW 
SYSTEM WILI make a first class 
carburetor rebuilder out of any com 
petent mechanic in one week's 
time—lop 25% off the time sheet 
for mechanics whe are now weing 
old style carburetor kits 

BROTHER, DID WE START 
SOMETHING! Posteards and let 
ters have been pouring in from 
mechanics, foremen, shop 
from Pahokee, Fla. to Snohomish, 
Wash. They write If thie mew Hy 


srade «vetem can do evervihing vou 


owners 


“), Count Gs im 


Hundreds have already had «a 


chance to put the Hygrade Fingertip 
Svetem inte action. Practically to a 


nan they agree: “This is so easy 


why didn’t somebody think of it be 


love? 

There follows a challenge to let Hy 
grade prove its claims, plus a detail 
ing of the kit $69.75 Puts You in 
Business andl a upon handy for a 
booklet offer. This looks like a strong 
pulling page to us and rates an OK 
AS INSERTED to Davin Remer, of 
Reiss Advertising. New York 


Have One on the House 


Now, here's a liquor publications 
‘"uckage Store Management. Most 
the stuff in it is straight brand pt 


hotion bottle some choice adjes 


tives-plus a promise of big fat prot 

ts. Here, however, are two advertis 

ers at least worth mentioning 
National Distillers for a color page 


on Lanson Champagne (a pleasure 
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alter reviewing so 
stuff) —“Now—2-Bottle Gift Case for 
the Holidays.” Not so much for the 
copy which is fairly obvious stuff 


much prosaic 


but more for the innovation of a 
two-bottle Which 


merely suggests that maybe other busi 


special package. 
nesses even in heavier fields might 
ponder special packages, deals or what 
have you developed for special slow- 
selling periods, the summer. etc. Some- 
times a copywriter needs an extra 
something to have half a chance to 
write a decent ad. 

That goes for the Overbrook Egg 
Nog Corp. (get a load of that in IN 
pusTRIAL Marketinc!) and its two 
column copy, “Overbrook’s—-lst name 
in egg nog now brings you another 
Ist.” Sounds a little silly, doesn’t it. 
But the other “Ist” is a smart little 
writin k 


bottle in a little barrel-like dispenser. 


the nutmeg attached to the 


So once again, maybe there's a gim 


mick you can add to your industrial 
product when the going 1s rough, that 
will give you an edge on competition 

. and give the poor guy something 
to hang his derby on. 

While we're talking about gim- 
micks, here’s another variety from 
another field. In Department Store 
Economist we noticed a Kleinert’s 
page—“The 1.B. Kleinert Rubber 
Company Announces The Annual No- 
tions Breakfast.” Beardsley Ruml and 
Mala Rubenstein, the two featured 
speakers are shown—time, place, etc. 

and a coupon is provided for ob- 
taining tickets. Maybe you, too, 
should do this kind of broader gauge 
promotion once in awhile . . . and, 
incidentally, this breakfast idea makes 


a lot of sense. 


Vext, the Drug Field 


Here’s a copy of American Druggist 
in the pile. What goes on in this 


‘sist® 
Qverbrook’s- , LB RLEPAG ORDRAER + EP UNY 


National 


Overbrook 


ANNOUNCES, 
THE ANNUAL NOTIONS BREAKFAST 


Kleinert 


© Ileinz Soup hitchens solve a service 


PN 


ch problem for Walgreen Drug Stores! 





- HEINZ 6?) SOUPS | 
Heinz 
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ANALYTICAL CHEMISTRY 


the Workmagazine for Control and 


lustrumentation in the 


Chemical & Process ludustries 
devoted to 


INDUSTRIAL ANALYSIS 
LABORATORY RESEARCH 
INSTRUMENTATION 


It is the only industrial laboratory magazine edited exclusively for 


The 21 Chemical 


the chemists and engineers responsible for: 


and Preliminary Analysis 
Process Industries: Product & Process Research 
Product & Process Control Analysis 
Alcoholic Beverages Plant Station Analysis 
Cement, Lime, Rock Plant Control Analysis 
Chemicals Origin of Instrumentation 
Coke, Gas idaptation of Instruments 
Explosives 
Fertilizers Today analysis is not a test tube and beaker operation. Paradoxically 
Food its involved, highly technical procedure is simplified by totally in- 
Glass & Refractories volved instruments and apparatus such as: mass spectrometers, spec- 


Leather — trographs, electron microscopes, vacuum pumps, gas analyzers, ete. 


Linoleoum, Oilcoth Chemists and Engineers who direct the use of these are qualified 
Metallurgical buyers & spec ifters They , too, influence the purchase of instruments, 
Dils, Fats, Soaps their parts and construction, for laboratories and plants. 

Paint, Varnish & inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 

Pubber Sell them all through the better balanced circulation of 
ANALYTICAL CHEMISTRY: Officials 5,532 ¢ Works Executives 


876 e Engineers 1,963 ¢ Research Directors 3,263 ¢ Chemists 


Advertising reaches them best in their own, exclusive work atmos- 
phere in ANALYTICAL CHEMISTRY. No single title group is 
the one influence. One of Seven— or All Seven may sit in on 


specifications 


Storage & Dry Batteries 
Sugar 

Textiles 

Miscellaneous 


mom) ANALYTICAL CHEMISTRY 


Foundations} 


EE = usisneo oy THE AMERICAN CHEMICAL-SOCIETY 
eweny. REINHOLD PUBUISHANC CORPORATION 


4.157 « Consultants 5422 e Foremen and Supervisors 796 
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Smith, Kline & French 


field. Well, much run of the store stuff 
(wh h we ve revie wed in previous 
columns but here are a few adver 
tisers who stand out 

Swell picture story in two pages for 
H. J. Heinz—‘“Heinz Soup Kitchens 
solve a service problem for Walgreen 
Drus Stores!” Four good-sized photos 
with « iptio show a typ al store 


waitress serving soup delighted pa 
trons, and the compact Heinz Soup 
Kitchen unit that fits on the soda foun 
Rain shell 


Smith 


Main text wraps it up 

Kline & French with their 
Anm uncing the 

not ball bearings! 


Pic ture 


wre ul ement 
- - 
Inhaler 


Benzedrex Inhaler 


Modess 


of same and copy describing virtues 
of same. But the punch line, the line 
that sold us is this . . . “So much bet 
ter that we have discontinued ‘Benze 
drine’ Inhaler.” That might fit your 
business sometime when you have a 
product improvement or new model. 
It packs a lot of conviction. 

This is a trick, but it’s both legit 
imate and effective. We refer to a 
insert for Modess (Heavens, 


what's this column coming to?) with 


1 page 


a first page headed in great big type 
“Just Plain W rapping Paper 

but mighty important to you!” Turn 

the page Now Vodess Comes 

Pre Wrapp d! Block of text gives 


ee 
For a Pitch Dia. to 3.375 in. 


Costs and Speed 
Commend 


The Planetary 








% Fellows Gear Shaper 


the details and three cartoons spots 
with big heads say—“Saves Time!” — 
“Saves Money !”—“Saves You!” Back 
page sums up exclusive advantages of 
handling the product. Remember— 
sometime when you really want to 
stop the crowd such a device can give 
the copyman a lot of help. 


Vow, Machine Tools .. . 


Pretty far cry from drugs to Ameri- 
can Machinist but that makes it all 
the more interesting. And let's not 
forget—advertising is a horizontal 
function. We learn from all fields. 

We won't take everything here be- 
cause we've gone through this field 
many times in the past. Just certain 
high lights that seem interesting or 
out of the ordinary. 

% Fellows Gear Shaper, for instance, 
who effectively throws part of a gear 
setup over an excellent photo of its 
equipment and then focuses in on this 
eye-altracting group in good-sized 
type these four factors . . . 

1—One big 17 
continuously. 
2—Work on 6 spindles are roughed 
and finishecat while revolving 
continuously cutter. 

A gap provides for loading and 

unloading without stopping the 

machine 

Fast roughing, fine finishing: 

easy cutter sharpening, are out- 


eulter reciprocates 


around 


standing advantages 
That's getting the meat across pret- 
ty fast but at the right there's a deck 
of fact-filled text. Tidbit 
“The machine is built heavy and 
rigid, for maximum «tock removal 


without loss of aceurasy...on the 
10 pitch, 20 tooth, cold-rolled-teel 





Torrington 
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THIS BIRD IN 
THE HAND IS 
ONLY HALF GROWN 


65 MILLION TONS OF LIMING 
MATERIALS IS THE REQUIREMENT 
FOR SOIL CONSERVATION. 


TODAY THE AGRICULTURAL LIME- 
STONE INDUSTRY IS ABOUT HALF 
WAY TO THIS GOAL. 


This Means Big Equipment Sales Ahead. 


Federal and state government au- MORE PRODUCERS ARE COMING IN 
thorities have set 65 million tons of 


liming material as the necessary annual PRESENT PRODUCERS ARE EXPANDING 


requirement for adequate soil rehabilita- 

tion. In 1949 approximately 27,000,000 

tons were applied —leaving plenty of ROCK PRODUCTS APRIL ISSUE 
room for expansion. 

The industry's products are so important will feature the agricultural limestone industry. It will consider 
to the national welfare that their use is each of the industry's major problems: production — processing 
supported by federal government subsidy — distribution and merchandising, laying emphasis on case 


and encouraged by broad educational b , 4; ery at 7 
programs operated by agricultural de- stories Of outstanding operations in each of these categories. 


partments. The agricultural limestone industry looks to ROCK PRODUCTS 
; for helpful suggestions and for information on equipment best 
suited for its needs. 


Take advantage of the sales opportunity offered by this young, 


RocK PRODUCTS aggressive, expanding industry by using dominating space in 
y %y \ 


THE RECOGNIZED AUTHORITY ROCK PRODUCTS’ April Agricultural Limestone Issue. 


MOST WIDELY #fA0 


MOST OFTEN QUOTED CLOSING DATES 


BUILT ON March 4 for copy to be set 


EDITORIAL SERVICE March 8 for complete plates 


° 
“SMagicutp 29° No increase in rates for this special issue. 
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SALES 
uctd a 
BOOST! 


Consider the magazine 
which reaches the 
men you most desire 
to contact in the 

Milk Processing Field. 


Every fourth bite of food consumed 
by the American public is a prod 
uct of the fluid milk industry. 


This $7 Billion industry produces 
120 Billion pounds of milk yearly. 


With few exceptions all milk must 
be pasteurized Moving this tre 
mendous flood of milk from the 
farm to the processor the same day 
requires a vast amount of equip 
ment... everything from can wash 


ing equipment to truck tires 


Obviously, this is a rich market for 
any manufacturer producing equip 
ment used by this trade 

Milk Plant Monthly gives you easy 
access to this vast industry Over 
80°, of its readers are key men in 


milk processing plants 


Consult your advertising agency 
today or write us for detailed in 


formation 


A.8.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 





p'nions pictured, cutter speed is 400 
strekes per min. for 3/16" face width 
teeth—with a floortofleor output 
of 120 pieces per hour.” 


That's beautiful. That's an OK AS 
INSERTED to copyman Kennetu A. 
Hamicton of Hicks & Greist, New 
York. 

We have a fetish for nice, neat or 
derly ads in a publication where the 
ads tend to be very busy. Guess that’s 
why this Torrington Co. page on 
needle bearings stands out. A long 
headline, well handled in small ex 
Needle 


Bearings provide maximum capacity 


tra-bold type—‘“Torrington 
in compact designs in Hamilton Stand- 
ard propellers.” Then four balanced 
photos with captions, and a short deck 
of sign-off copy. Effective! 

Gisholt has a stopper. A whopper! 
Might never have even pointed this 
polite finger of scorn at them if they 
hadn't left their name on a machine 
n this bleed page. Anyway, there it is, 
big as all get out—and who's at the 


controls? (This was Dec. 15th issue of 


Vachinist, incidentally. Does that give 
you a hint?) Yeah. the guy who drives 


Rudolph. the red-nosed reindeer! 


Gisholt 


Wish we had an agency. Wish we had 
clients who would buy stuff like that. 
Wish 
Aw. Merry Christmas. So who cares 
if it’s February! 
—The Copy Chasers 


Distribution Can Alter Costs, Sales 


Continued trom Page 13) 


The design engineer must recognize 
his responsibility as a member of the 


marketing tear 


The Application, 
Service Engineer 


Vital to marketing, the application 


ind service engineet has schooled 
nself in the customers problems 

good salesman, he often seems 
be working 60 


ustomer und 40°. for his em 


of his time for 
plover Cost-conscious management 
sometimes tries to skimp on engineer 
ing service. But you just can't get 
iway with it 
The application engineer performs 
ndispensable service for both his 
and his employer For ex 
n 1920 cold-strip steel mills 
about 200 feet per minute 
with the steel mill engi 
ers, the application engineers of the 
electrical industry developed im 
proved electric drives that had the 
mills running at 3,000 feet per minute 
by 1939 
By 1948, our application engineers 
knew of still other electrical develop 


ments that looked promising. Using 
the amplistat, the x-ray thickness gage, 
und other new tools, they developed 
1 steel mill drive that can run 6,000 
feet per minute-—better than 70 miles 
an hour! 

Certainly these engineering develop 
ments took manhours which must be 
charged against the distribution op 
eration. They were part of the sale 

But engineering service of this kind 
builds up a customer relationship that 
is invaluable in industrial marketing 
Just the other day, I saw an order for 
more than $1,000,000 and the speci 
fications were written in a single 
sentence: “Supply the electrical equip 
ment to operate one five-stand Mesta 
Mill at a speed of 3,800 feet per min 
ute.” You can be sure we supplied 
more complete specifications later, but 
when customers place that much con 
fidence in your application engineers, 
you're ready to admit thev're worth 
their pay 

How often do we think ol service 
shops and service engineers as part of 
our marketing organization. They are 
the last important link of relationship 


with the customer—and sometimes 
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Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


FINISHED ROLLS OF 1950 LEVELCOAT — THE NEWEST “LOOK” IN PRINTING PAPER 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers are made with the 
new LongLac sulphate fibers — and a 
new Georgia clay coating formula 
Now Levelcoat gives you premium 
quality press performance and repro- 
duction —atthe cost of ordinary paper! 
You'll see new whiteness and 
brightness, feel new smoothness, in 


all four 1950 Levelcoat papers In 


make-ready, on low or high speed 
presses, you'll discover new econ- 
omy and dependability. Finally, in 
comparing reproduction with that of 
any other paper, at any price, you'll 
agree there’s a striking new difference 
in the quality of printing achieved— 
with less ink —on 1950 Leveleoat 

So regardless of your paper re 
quirements — for long runs or short 
runs, for broadsides, magazines or 
house organs — look to Levelcoat for 


printability at its best 


Stop that log! All improperly barked logs are 
removed and reprocessed before being used. 
Only the finest of special ingredients, too, are 
accepted — like the new, exclusive LongLac sul 
phate fibers. That's why 1950 Levelcoat is whiter 
brighter and remarkably cleaner than ever before 


i 
A sheet of paper is born on the Fourdrinier! 
The coating 
then applied provides a mirror-smooth surface 


wire as whitewater drains away 


of unusual whiteness, permanence, uniformity, 
With inks held buoyantly to the surface, type 


is sharp and clean, colors strong, active, vigorous) 


Bright ? Right ! The brightness test is just one 


of 79 checks made on each lot of Levelcoat 
paper. This control system is the Kimberly 
Clark way of making sure that your purchase of 
1950 Leveleoat gives you the press performance 


and reproduction of higher-priced paper 





Before choosing any printing paper 


New HIFECT* Made with strong s ilphate 
ooked fibers. Permanence, foldability, di 
nensional stability make Hifect ideal for 


vers or any hne letterpre ss printing 


New LITHOFECT* 


printing, Lithofect provides a mousture-and 


For finest offset 


ick-resistant coating with a strong base 


sheet. Renders colors without loss of density 


Look at Leveicoat 
New TRUFECT® Whiter. «moother. folds 


even better than before. Trufect, for letter 
press, offers faster ink setting time, greater 


press dependability, finer reproduction. 


New MULTIFECT™ An economy sheet 
for volume printing. Now, with the new Long 
Lac fibers, Multifect has added strength 


better foldability, greater uniformity 
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I’m afraid they're the missing link. 

“Love “em and leave ‘em” is the 
mark of a fly-by-night. But if you plan 
to stay in business, you'll have to set 
up 4 service system to keep the equip- 
ment running after the customer buys 
it 


The Service Engineer 


Why do new automobile companies 
have so much trouble finding cus- 
tomers? It’s not always that the pros- 
pects have doubts about the new car 
itself, but they're afraid that adequate 
parts and repair service may not be 


ava ilable 


Litimately, it must be the salesman 
himself, but management must sup- 
ply the leadership. 

Such subjective terms as “inspira- 
tion” and “creative urge” may seem 
intangible and out of place. But 
nothing is more impractical than a 
system that has room for no human 
motivations other than logic. 

By all means, analyze your proce- 
dures from a time-and-motion point 
of view. Trace your product from fac- 
where it’s 
dawdling or Study 
your markets and your products, 80 
that your selling can start at the draw- 
ing board. Cut costs wherever you can 


tory to customer, to see 


taking detours. 


\ good service system assures cus- 


Integrate your distri- 
facilities for 


safely do so. 


tomers of convenient 
quick, 
likely to trim production costs too, 


by taking 


repair business that ties up the fac 


bution activities under one central 


ghe fie 
est cost 


sand. 


high-quality repairs—and is 


plan. 
But above all, 
and woman in the marketing organi- 


inspire every man 
over unprofitable emergency 


zation with a creative urge to im- 


tory 
B ' prove and simplify his job. Any large 
F as is the eng ? 
ut important a se engineer i scale improvement in the efficiency of 
distribution, the most vital factor is 


, , WI hat? a company’s distribution techniques 
creative salesmanship. rat 1s that? 


will come not alone from the Olympian 


It is selling an electric furnace to a 


analyses of the great brain who sits 


gas stove manufacturer. And don’t an the head of the eranniontion. bet 


B | 8 Y | NG think it hasn't been done 
our own salesmen! 

We will all benefit from the engi 

B neering 


Téey ARE BUYING PERS Geaaeetae as 
the well ru 


on that persistent extrovert, the sales 


ADVERTISED —ie 


Wachine in Motion 


PRODUCTS <i 


distribution 


by one of from the cumulative contributions of 


salesmen and warehousemen and ad- 
vertising men and applic ation engi 


approach, or the cost-redu to, din inte 


neers who are each trying 
parta little better. 

analytical ap- That is the way modern manage 
works —the 


ng into play the full 


to call the introspective, 
ment engineering demo 


our success must finally depend 1 
cratic way. bring 





talents of every one in the enterprise. 
Thus directed, a 
program is one of your surest instru 


reative distribution 
ments to cut costs and to increase 


can set up the most beautiful profits 
machinery in the world, 


but it won't move goods until he ap 


Sawyer Adds Pecbody, Cone 
and Graham to U. S. Ad Committee 


Charles 


plies the sales power that puts it in 


Commerce 


Sales pow has lost that high-o« Secretary 


. , 
tane quality it had before the wat Sawyer has appointed Stuart Peabody, 


assistant vice-president in charge of ad 
vertising and pul Borden 
Co., New York « chairman of the ad 


all elements 
vertising advisery commiuttee of the 


Salesmen have not been exempt from 


relations 
the softening up that for nearly ten ” 
years has plagued the arly 
{ distribution 


“Ty eure AnO (WEES | we 


maMGuriG 





( hamber of Commerce 


Fairfax 


Lnited States 


sums it up, “They waste Nemed as vice-chairmen wert 


call too often where thev MS Com 


nd liked rather than where Cone & Belding 


und Philip 
work hard: they don't Grahar publisher Washington Post 
us aids the company und pre f WTOP. Ir 

OAIRY F des They have forgotten 
and bleed all ov 


CATALOG Se rpet.” And even 


Dp 


sales 


Vi 
there McGrow-Hill Expands Service 


Facilities of MeGraw-Hill’s rese 
tlective persuasion, ei alin aes - . hw A 


whe ! 





*Write for Market Date 


ey ont “ how 0 close he — on are wy svailal yond 
THE OLSEN PUBLISHING CO. [ae Th SR Senet, smn see, Saas 
LL a Le ae A ‘ to 


1445 N. Sth St 12, Wis 


ations 
pull (American in overnments wis ig to make mndus 
doldrums ? rial rket surveys in the United States 
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Meet the men you want 
your advertising to sel 


“oPERATIN 


1s THE BEST 
operating AND MAI 


“Repairs are continuously needed in an old slaughter- 
ing plant such as ours. We buy and install enough 
pipes, fittings, piston rings, electrical equipment and 
so on to keep a crew of 24 operating and maintenance 
engineers and mechanics busy on 3 shifts, 7 days a 


week. 


“This year I spent over $40,000 on replacements and 
maintenance, including $18,000 for overhauling a 150- 
kw steam-engine generator. Next year I want to install 
new brine and chilled water circulating pumps, and 
will probably make several other changes in the plant. 


“lI am responsible for supplying all the service through- 
out this plant. Besides generating steam with 3 250-hp 
water tube boilers. we generate our own electricity 
with 3 steam-engine-generators totalling 525 kw and 
a diesel-generator with 150-kw capacity. This same 
diesel runs a 105-ton. ammonia compressor. 


“We also supply steam to the 75-ft-long scalding tank, 


sales power in the power market 


Gat) GRP 


ppoBlEM-sOwveR | ® 


g ENGINEER 


cTICAL 
NTENANCE 


NOW” 


P. Todd, Chief Engineer 
Greater New York Packing Co. 
New York City 


we circulate cold water from a storage tank, and we 
supply refrigeration with a cooling tower and a 100- 
ton steam-engine ice machine. 


“That's only a rough idea of what we have, but you 
can see we have plenty of problems. OPERATING 
ENGINEER is the best practical operating and main- 
tenance problem-solver | know. Just recently answers 
to “Reader Problems” helped solve a cooling water 
problem on my diesel, along with an advertisement in 
OPERATING ENGINEER which helped me select a 

> 


automatic temperature regulator.” 


* Name on request. 


(Please note: The above statements by Mr. P. Todd 
indicate the scope of authority and responsibility of 
thousands of enthusiastic OPERATING ENGINEER 
readers like him. Your advertising in this magazine 
is a sound, low-cost investment. Sell now through 


OPERATING ENGINEER.) 


OPERATION ond 
MAINTENANCE 
of POWER 
SYSTEMS: 

Steam 

Electrical 
Mechanical 


Hot and Cold Water 
Air Conditioning 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd ST., NEW YORK 18, N.Y. 
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An Audited 
Publication 


Fishing Boats 
on the 
Atlantic Coast 
Gulf of Mexico 
and Great Lakes 


ATLANTIC 
FISHERMAN 


Specialized 
Editorial Service 
For Boat Owners 


News coverage of industry a 
tivities that is thorough, reliable 


timely and concise 


Articles on boat building, re 
conditioning, maintenance and 
operation that are accurately and 
intelligently written with a tech 


nical slant 


Reports of technological and 
scientific developments that are 
clearly explained trom a practical 


“ta rdpomnt 


Atlantic Fisherman's well-illus 
trated, balanced editorial content 
generates active reader interest, by 
usefully serving the specialized 


needs of fishing boat owners 


ATLANTIC FISHERMAN 


Goffstown, New Hampshire 








Export Advertising 
Declines Slightly 


New Yorx--An annual survey by 
Export Trade & Shipper shows the first 
decline in export advertising since the 
start of the survey in 1940 

But the decline is so slight, ET&S 
says, that it “might possibly be ac 
counted for primarily by the few changes 
in the reporting publications, of which 
three dropped out and three others were 
added since the (948 survey. In view 
of some increases of advertising rates 
it is probable that there was little change 
of dollar volume, estimated last year at 
shout $6,000,000.” 

Some 19.205 pages of advertising 
was placed in 62 American publica 
tions with principal circulation over 
seas by 914 advertising agencies in 
1949. This is a decrease of 730 pages 
below the 19.935 pages placed in 1948 
by GOO agencies 

Irwin Viadimir & Co. led all other 
igencies in number of pages placed 

1. Walter Thompson 
ose second. The survey 
uivertising placed by 

The publication reperted that US 
xporters expect their advertising to be 
well maintained in 1950. Some export 
publications say volume of contracts are 
ilready well above last year’s 

t ghtv-one agencies placed 4) OF 

of advertising in export 
last year. They are 
ieee 1948 
ou 0 
a av7To 
18 19 


94 .f 
mI 9 


' & Pewear 
s W. Hoyt ¢ 
a & Rubicam, Inc 
d-Eshelman Co 
Advertising Agency 
Advertising Agency 
meas Chirure Co 
tising » Tne 


2 


Bass & Company 

Howard Swink Advertising 
Agency 

Waiker & Downing 

Ed Wolf & Associates 

Van Auken & Ragland 

Henri, Hurst & MacDonald 
ne 

MacLaren Advertising 

Harold F. Stanfield Ltd 

Beeson-Falier-Reichert, Ine 

Dy deren. Taylor & Bruske, 
ne 

Klau-Van Pietersom- Dunlap 
Assos Ine 

Dozier-Graham-Eastman, Adv 

Horton-Noyes Co 

The Aitken-Kynett Co 

Oakleigh BK. French & Assoc 

The Jay H. Maish Co 

BRonsib Advertising Agency 

Andrews Agency 

Ewell & Thurber Associates 

Warman & Co., Inc 

Depts, Kitchen & McCormick 
ne 

Melvin F. Hall Advertising 
Agency, Ine 

Graves & Associates 

Vansant, Dugdale & Co., Inc 

Beaumont, Heller & Sperling 
ne 

Keeling and Co. Inc 

Charites L. Rumril! & Co 

Comstock, Duffes & Co 

Potts-Turnball Advertising Co 

Hoffman & York, Ine 

Branstater-Hammond 

Mumm, Mullay & Nichols, Inc 

. if ¢ 


Wasey & Co. Inc 
Potts-Catkins & Holden 
Hutchins Advertising (« Ine 
Medical Advertising Service 
Marston, Inc 
n-Cerlach & Assoc., Inc 
Watts, Payne-Advertising Inc 


ECA to List Nomes, Products 
of Export Small Businesses 


The Economi Cooperation Adminis 
tration, Washington, has completed 
plans to publish a directory offering 
overseas buyers the names and products 
of American small business firms wish 
ng to enter export trade 

The directory is expected to supple 
ment sales promotion work of American 
companies in Europe. Companies wish- 
ing to be listed were invited to fill out 


4 questionnaire 


Prentice Retires at Dunham 

©. J. Prentice, 83, advertising man 
ager, ( A. Dunham Co., Chicago, for 
1) years, has retired. Before joining 
Dunham in 1920, he was with Long 
Critchfield & Co. (now Critchfield & 
C from 1894 until 1907, and then was 
western representative for N. W Ayer 


& Son until 1920 


Dodge Appoints Hanes Ad Manager 

Ralph Hanes, advertising manager, 
mechanical goods division, | he Rubber 
Co., and a past president of the Indus 
trial Marketers of New Jersey, has been 
ippointed advertising and sales promo 
tion direct of the Dedge Mie Corp.. 
Mishawaka, Ind 
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Would you read it? 


i h month... 
MEAT iS & PLUMBING EQUIPMEN( a i pane sree ren 
HEATIN iry Card for getting further inform . etiaill 
and to use the Inquiry Ca ising Agency, you'll be even more t 
Advertising g y: ts at lower cos 
But as a an eer eases reaches more of your gr ge Write for 
pap ae cont pointes than any other publication in 
per thousand cir 


Ss 
HEATING & PLUMBING EQUIPMENT NEW 


onthly “new equip ? 
Tad by THE INDUSTRIAL PRESS 


13, N.Y. 
TOTAL CIRCULATION " ° New York 

148 L ’ 

35,000 nate 





details today! 








Worm Air 
Met Wete, 
Steam 

Automatic 


==—_—___ 
——— Published by The Industrial Press ios 
CONTRACTORS DEALERS WHOLESALERS DISTRIBUTORS 


Level 


An explosion Proof elect ric or, t a] « It ticks to the job” is the slogan of & COM >Pinetion 
which is Dy tained ting unite for | toves and angle indicator, the Magno Level dVeloped 
rial atmospheres are . by The Buckeye Plast ic Corp. Cleveland 15, Ohia. The 

erwriters’ tae re ‘ thus holds ¢ whtly to Pipe lines 








tural stee! The 
| @ngle indicator 
particularly 
weeful ¢ 
*teamfitter 
8nd plumber. 
erecting © long 
rel gen orton bia t, i . r. wte ne aon Une at « fixed 
dusts. The radiates ee product burn Cor hope 
Irvington, N y The Magno 
Completely electrics eration. with thermonts Level is equip 
cally-controlied heat ous . t maid te » Ped with pow 
trouble-free per? rmance with 1 f attentic erful Alnico Permanent Maphets sticks t either round 
af HWite “= and conne . bed vy * Mat surfaces at any angie, leaving both hands free 
*trony ¢ wh main » " for line up straightening ” fastening work in place 
we on it has @ clock faced “ th balanced rarity 
jewel bearings, which 


© Rew features have been Incorporated inte the 
' «ety hw! 


This device 
As a final mensure of x ter mechanical retiet . wan, « ¥ Sone ‘ ‘ ~ nhene the chuck wrench ic 
sive operates aut 
ure of Ww t . . * re ot 
Radiator tutex re " afranys , . retating pine is 
MUM Pedinting sur . 7 ~e " ato 
te? comes fille. 7 
freeze. Operation e hes ee ie announced by Moder, Comt rote Corp, De 
ver, The contain * he ie os fh sided threads which rex, 
: The beight of the | 
y installed | burner inaide the com fer moe whormation check ery Cord em thes J 


Mun-type Calred ole 
range of sites and can | ’ ¥ and ws 
Without interferon 4 . thes ~ r 
maximum of 15 ‘ . 
Fer mare wntorm - . “= tlee | o “"d © minimum of Weter Cooter and 
10", inches. It in even ¢ ; A combination water ; 
a cube freene: fos 


Steel Union tor Close Quarters ' 


Hiwh rrmon re Fast Springfield, Mee. 


tow . . - This couter Alle the 
features “imed fue , t eed for refrigerated 


sorage space which ix 
“i a 
ater 
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A i 14 Sizes 
ws " ™pingement ty pe tipomabhe sir Gite, 
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Feb. 6-10. Automotive Accessories 
Manulacturers, Granag Central Palace, 
New York, N. Y. 

Feb. 19-25. National Association of 
Home Builders, Congress and Stevens 
Hotels, Chicagy. 

March 6-9. 1950 Radio Engineering 
Show, Grand Central Palace, New 
York. 

March 15-17. Midwest Hotel Show, 
Stevens Hotel, Chicago 

Mar. 16-19. Electrical Maintenance 
Engineers Association, Shrine Conven 
tion Hall, Los Angeles 

Mar. 28-31. National Plastics Exposi 
tion, Navy Pier, Chicago 

Apr. 46. American Public Power As 
sociation, Shoreham Hotel, Washington, 
D. ¢ 

April 47. National Association of 
Corrosion Engineers Conference and 
Exhibition, St Louis, Mo 

Apr. 4-8. National Production Exposi- 
tion, Stevens Hotel, Chicago 

April 5-7. Midwest Power Conference, 
Sherman Hotel, Chicago 

Apr. 10-12. American Society of Lu 
brication Engineers, Statler Hotel, De 
trout 

April 10-14. American Society of 
Tool Engineers, Industrial Exposition, 
Convention Hall and Commercial Mu 
seum, Philadelphia 

Apr 17-19. Seciety of Automotive En 
gineers, National Aeronautic Meeting 
Hotel Statler, New York 

Apr. 17-22. National Oil Heat Expo 
sition, Convention Hall, Philadelphia 

Apr »4.2 American Management 
Association N itional Pac k izing I A pos 
tion, Navy Pier, Chicago 

Apr 4-2 Knitter & Al 
Ex position t Re ment Armory 
York 

Apr 4 ui Metal Powder \ 

n. Book Cadill Hotel, Detroit 

May. wk. of 7th. Liquefied Petre 

m (t.a Association Palmer H 


cago 

Baan. BES Amesieen Teutiie Me 
chinery Exhibition. and Associased In 
duetries Atlantic City 

May 8.12. Convention and Exhibition 
of the American Foun'trymen's Society 
Puls lic Awditerium, Cleveland 

May 21.2 \ 
Association, Conv 
phia 

Week of May 22. National Marine Fx 
position. New York City 

May 29.June 9. Canadian Internation 
s} Trade Fair, National Exhibition Park 
Teroento 

lune (date not set). American Society 
for Testing Materials, Atlantic City, NI 

June (date not set). American So 
ciety of Industrial Appraisers, Dallas 
Tex 

June 5-9. Confectionery Industries 
Exposition, Grand Central Palace, New 
York, N.Y 


June 12-14. International Convention 


100 


and “Inform-a-Show,” National Associa- 
tion of Purchasing Agents, Cleveland, 
UOhw. 

June 12-16. National Oil and Gas 
Power Division Conference and Exhibit, 
Lord Baltimore Hotel, Baltumore. 

August (date nut set). Western Pack- 
aging Exposition & Conference, Civic 
Auditurftum, Sun Franciscu 

Aug. 14-18. National Power Show of 
National Association of Power Engi 
neers, St. Louis, Mo 

Aug. 28-31. Metal Mining Convention 
and Exposition, Fairgrounds, Salt Lake 
City, Utah 

Sept. (date not set). Biological 
Photographic Association, American 
Medical Museum, Chicago. 

Sept. 5-9. National Chemical Expo 
sition, Coliseum, Chicago. 

Sept. 11-23. National Graphic Arts 
Exposition, International Amphitheatre, 
Chicago. 

Sept. 18-20. Track Supply Associa 
tion, Coliseum, Chicago 

Sept. 18-21. National Builders Hard- 
ware Exposition, St. Louis, Mo 

Sept. 18-22. Fifth National Instru- 
ment Conference & Exhibit, Memorial 
Auditorium, Buffalo. 

Sept. 2427. Advertising Specialty 
Fair, Advertising Specialty National As- 
sociation. Palmer House. Chicago 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil- 
adelphia 

Sept 29-Oct. 8. National Television & 
Electrical Living Show, Coliseum, Chi 
cago 

Sept. 26-29. Iron & Stee, Exposition 
Public Auditorium. Cleveland 

Oct. 3-6. National Brewing Industries 
Exposition, Convention Hall, Phila- 
delphia 

Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roose 
velt Hotel, New Orleans, La 

Oct. 4-6. Direct Mail Advertising As- 
sociation Hotel Roose velt, New York 

Oct. 7-9. American Institute of Laun 
der ng Ex position Boston Mass 

Oct. 7-14. International Dairv Shew, 
Ind-ana State Fairgrounds, Indianapolis 

Oct. &11. National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil 
wanker VW is 

Oct. 16-19. National Exhibit of Build 
ng & Maintenance of National Associa 
tion of Housing Officials, Statler Hotel, 
Detroit 

Oct. 16-20. 38th National Safety Con 
gress & Exposition, Chicago 

Oct. 23-27. 1950 Convention of 
National Metal Congress & Exposition, 
¢) ago 

Oct. 31-Nov. 2. Annual Meeting 

merican Society of Agronomy, Cin 

nr af 

Nov. 6-10 Sth Annual National 
Hotel Exposition, Grand Central Palace, 
New r 


Koehrin 


advertises in 


and has for 
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SINCE 


..+« CONSTRUCTION METHODS AND 
EQUIPMENT readers-—field engineers and 


because ® ® ® contractors—buy and use Koehring 


PAVERS and other heavy duty equipment. 


THe Koenrminc Company knows how to sell heavy construction 
equipment. 

They know that field engineers and contractors are tops on the 
list of people who have to be sold on the advantages of using Koehring 
equipment. They are the men responsible for getting construction 
work done on time and at a profit. 

Koehring also knows from experience how essential it is for sales- 
men to get to these men . . . often enough . . . and in time to influence 
their buying decisions. 

So Koehring advertises in ConsTrUCTION METHODS AND EQUIPMENT 

and has since 1926 . . . to multiply sales contacts with field engi- 
neers and contractors ... to get them interested in Koehring equip- 
ment... to keep that interest alive and growing. For... 
these field engineers and contractors .. . thousands of them, 
all over the country, on all sorts of construction work .. . read 
Construction Metnops anp Equipment month after month after 
month.* Its how-to-do-it, step-by-step pictures and text help them 
with their everyday jobs. Its advertising pages keep them informed 
about the equipment, materials, parts, and supplies they buy and use. 

That's why, if you sell a product field engineers and contractors 
buy, advertising in Construction MetHops’ anp EquiIPMENT can help 
your salesmen and your distributors’ salesmen produce more orders. 

*26,500 paid subscribers by the 6.30.49 ABC statement... and uncounted 
thousands of pass-along readers 


Here cre 8 other monvufecturers 
of PAVERS whe edvertise in 
CONSTRUCTION METHODS AND 
EQUIPMENT te reach the men “on 
location” whe select and buy the 
equipment they use. 
Barber-Greene Co. 

Chain Belt Co. 

The Foote Co., Inc. 

Hetherington & Berner, Inc. 

Iowa Manufacturing Co. 

Jaeger Machine Co. 

Mixer Manufacturers Bureau 


Worthington-Ransome Div, 
Worthington Pump & 
Machinery Co. 


CONSTRUCTION 


1919 THE PRACTICAL WORKBOOK OF THE FIELD MEN ON CONSTRUCTION JOBS 


METHODS AND EQUIPMENT 


asc McGRAW-HILL PUBLISHING CO., INC., 330 WEST 42nd ST., NEW YORK 18, N.Y. ABP 
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IF YOU sell engineering mate- 
rials, parts or finishes used in 
product manufacture, or equip 
ment for changing or improving 
the properties of materials, you 


can cut sales costs by using 


the direct approach to 17.000 


materials engineering men who 


regularly read M & M because 


Methods 


is the only business publication 
which deals exclusively with the 
materials problems of product 
design and manufacture. It is the 
only materials engineering 
magazine serving the product 


manufacturing industries. 


editorial program includes: 


{ these same 


A REINHOLD PUBLICATION 


we 4. 


A NEW SERVICE 


OR AMERICAN MANUFACTURES ~ 


net Ramer vem. arose On 


DODGE ADS publicize school, alumni, products. Dodge Mfg. Corp., Mishawaka, 

Ind., producers of power transmission machinery use triple-purpose spreads in 

business publications to tell the story of the company’s School of Transmissioneer- 

ing, its students and Dodge products. The ad lists 476 graduate sales representa- 

tives who took a training course together with the Dodge distributor each salesman 

represents. The reader is referred to his telephone book for the ad of his local dis- 
tributor. The school was started in 1944 


Sell to Uncle Sam 


Continued from Page 33) 


procurement offices scattered in all 
parts of the country. Business men 
are urged to write, phone or wire be 
fore tramping down to Washington. 
The procurement information cen 
ter may refer them to an office much 
Address 


center, The 


closer to home The pro 
information 
Pentagon. Room 3D760, Washington 
25 DA Phone REpublic 6700, Ext 
bi2) or 4593 


The services have each prepared a 


curement 


simplified guidebook outlining pur 
chasing procedares in layman’s lan 
guage, and listing the offices where 
purchases of various items are made 
By order of Secretary Johnson 170 
small business liaison” officers have 
heen appointed to help business men 
visiting military procurement points 
Names and 


uldresses of these liaison officers may 


in all parts of the country 


be obtained from the procurement in 
formation center or from the nearest 
field offies 
ment 

While no 


exactly what the government is 


of the Commerce Depart 
one any whe Tre 18 equipped 


on a particular day or at 
1 particular place, Commerce Depart- 
ment field offices are doing their best 
to maintain files of available business. 


Because a lot of government business 


is placed indirectly, in the form of 
subcontracts issued by prime-contrac- 
tors, it is also important to keep an 
eye on the contract awards. Subcon- 
tracts are obtained from other busi 
ness men in the same way that any 
other kind of business is obtained 
by selling. 

Most government contracts are 
awarded to the qualified bidder asking 
the lowest price, although some cor 
tracts are negotiated. In any event. 
the services “advertise” for bids well 
before the contract is let. To get gov 
ernment business, it is essential to be 
on the right mailing list, for there is 
no master mailing list 

For information about Army put 
chasing and Army mailing lists: write 
the procurement information center 
for “Purchased Items and Purchasing 
Locations the Department of the 
Army.” The pamphlet tells what each 
branch of the Army purchases, and 
where. It tells how to get on mailing 
lists, and enables the business man to 
determine which mailing lists he 
should be on. Only 21 pages long 
the pamphlet lists hundreds of places 
where business is plac ed. 

Among these are 11 purchasing of 
fices of the Ordnance Department 
They all buy building maintenance 
and construction material, heat treat 
equipment, machine tools, meas 


ing 


uring and testing instruments. metals 
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*% PACIFIC LUMBER CO. is one 
of newest ACRN advertisers in pro- 
moting its Palco insulation wool to 
original equipment manufacturers, 
contractors, and cold storage plants 

















breaks 
shows 
Com- 


ACRN survey 
down typical big-city sales, 
few dealers get lion's share 
plete report available 


% Recent 


(below) inter- 
All-Industry 


®WOASIS air dryer 
ested many at recent 
Exposition 


356,000 Room Air 
Conditioners by 1953! 


Totaling $40 million, room air con- 
ditioner sales last year topped 1948 
by 50%. Unit sales almost equaled 
the complete pre-war total and were 
up 370% from 1946! Rapid expansion 
of this market is expected to con- 
tinue at least through 1953, when it 
is estimated 356,000 units will be sold 
for $107 million 

This remarkable growth is 
mainly to the fact that the room 
conditioner is the only refuge from 
summer heat within the purchasing 
power of millions. Such a unit lends 
itself to specialty selling methods, 
can be mass produced, and more 
easily installed than any other air 
conditioning system 

Write ACRN for full marketing 
data if you are in this field. ACRN, 
with greater concentration among the 
top dealers than any other publica- 
tion, plus thorough coverage of manu- 
facturers, can help build your sales in 
this profitable market 


due 


lt Will Happen Every Time— 


The 
worthwhile food for ever 
ACRN hard-hitting editorial 


yone in 


salesman- 
creating 
been 

early 

associa 
couple 


The general theme that 
ship will be imperative in 
the willingness to buy’ 
sounded over and over again at 
every convention and trade 
tion meeting during the past 
of years 

A recent experience of the Ironrite 
a grand illustration of 
the results that can be 
this idea has permeated an organiza- 


has 


Ironer Co, is 
achieved once 


tion 

Last spring Ironrite discovered that 
just about breaking even 
executives scowled at the de- 
clining curve the time for 
drasti« had arrived. It was 
finally decided to go directly to the 
what could be done 
was chosen as a test 
ted to 
door- 
housewives 
techniques that 
pre-war 
lays the 
ndustry leaders 
wher 


t was 
Sales 
sales 


action 


consumer and see 
Decatur, Il! 
A team of men was 
ake the test They 
They talked to 
They dusted off 
hadn't been employed s e 
days. At the end of 10 


result was what 


city sele 


pushed 


belis 


just 
have said it would be iggzres 
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following editorial is condensed from a recent ACRN 
sales 
policy aimed directly at the 


issue. It is 


and marketing, and is typical of 


industry's needs 


sive selling was substituted for order 
taking. Whereas the Decatur dealer 
had moved only 38 ironers in the 
previous year, the team sold 41 in 

the 10-day period 
T ledo 
proving ground 
5 Ironrite 


the next 
From over the coun- 
try, 75 distributors came to 
Tolede to team with and go 
from to home 

So successful was this project that 
Ironrite President W. Richard Dab- 
ney ordered the following system put 
into effect: the distributors were to 
teach their own salesmen specialty 
selling techniques 

By the end of 
sales curve rose 76° above April, the 
low point. The July report showed 
sales up 70% In August they in 
creased 123° The upswing continued 
in September with a 200% jump 
News in October and November was 
better with orders 
and 365% respectively 

What this record Iron- 
rite’s distributors and dealers profit- 
obvious. So is the moral 


was selected as 


dealers 
home 


June, the Ironrite 


even up 235% 
means to 


wise is 


1950 


Wide-Open Field 
For Plastics 
In Refrigerators 


CHICAGO--Many new possible ap- 
plications for plastics in refrigera- 
tors, discussed by ASRE members 
here recently, indicate great new 
potentials for suppliers of the indus- 
try. Plastic food liners, door gaskets, 
inner doors, meat and vegetable pans 
are just a few of the suggested uses. 

If the plastic insulant challenge can 
be licked, size of boxes can be greatly 
reduced (A T-cu. ft. refrigerator 
now has 7 cu. ft. or more space 
devoted to insulation.) As the prob- 
lems of these plastics applications are 
solved, the result will be better re- 
frigerators at lower cost. Consider- 
able research will be necessary, how- 
ever, before widespread plastics ac- 
ceptance 

Many plastics suppliers are work- 
ing on these problems. Their solution 
will be a stimulant to the refrigera- 
tion as well as the plastics industry 
Plastics manufacturers are already 
advertising in ACRN. In the future, 
as in the present, ACRN will serve 
as the most effective media for pro- 
moting these products to the equip- 
ment manufacturers 


New Ansul Chemical Officers 


sank 


R.C. HOOD L.C. McKESSON A.C. POPE 
Pres Vv. P., Sales Vv. P., Me 


-.+ ALL ACRN READERS 








Complete information on any of these 
topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 


“The Newspaper of the Industry” 








The BOATis 


only the 
BEGINMIN G 


oul everything from 
cleats to calnows 
winches to watc 


and metal products, welding equip- 
ment and other items. 

For information about Navy's pro- 
curement system: write the procure- 
ment information center for the book- 
let, “Purchased Items and Purchasing 
Locations of the Department of the 
Navy.” Navy purchasing is carried 
out by nine Washington bureaus and 
+4 “field activities,” enabling the Navy 
practically all the materials 
required to build and maintain a city 
of 150,000 people.” 


to obtain “ 


In 27 pages, 
booklet tells, by 


where purchases are made 


Navy's procurement 
office 
Example: 
distribution and control 
purchased at Bureau of 


pr oduc t. the 


electric al 
equipment 
Supplies and Accounts and Bureau of 
Ships, Washington; U. S. Naval Ship- 
Portsmouth, N. H.. and The 
(Quartermaster General, Headquarters, 
U.S. Marine Corp., Washir, ton D. C. 

For information about the Air 
Force: Write the Commanding Gen 
Air Material Command, Wright 
Patterson Air Force Base, Dayton, O.. 
for “Follow Me: A guide for selling 
to the United States Air Force.” It 
lists 30 classes and major subclasses of 
materials used by the Air Force 

The booklet gives the 
Air Force procurement field offices 
in New York, Dayton, Boston, Detroit. 
Fort Worth. Los Angeles and Chicago 


“ he re 


vard 


address of 


mailing lists are maintained 


und awards posted. For information 
on \ir Force 
tractors Relations Officer.” 
field and 
pros urement field offices 

For infor about 
Administration, 


contact “Con 
at Wright 


force 


bus hess 


Patterson other air 


mation General 
Service central pur 
agent for non-military items 
used by the 


chasing 
items 


write i ie 


ind for many 
Armed f Mover 
Federal Supply Inquiry Office, Room 
100. 7th and D St. S. W.. Washing 

ton 25 D. Phone District 5700 
697. He will mailing 

lists in st ashington and 1] field of 
likely to be 


rees, 


indicate 


whic h ire most 


fruitful 


hoes 


Finally. there are dozens of other 
offices—in the Depart 
the Coast Guard 


m and other 


| urement 
ment of A 
eterans Admin 

Ry writing these 


on the 


rr ulture 
strat 

igencies, 
right mail 
it might he 
Goverr 


to get 
\< a shortcut 
estigate U.S ment 
» way connected with the gov 


this weekly lists bid invita 
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tions and awards for the entire govern- 
ment. It has been in business since 
1882. The address: U. S. Govern- 
ment Advertiser, 511 Lith St., Wash- 
ington 4 D. C. Sample copies are 
available. Subscription: $15 for six 
months, $2 


> per year, 


Publicity Brings Sales 
(Continued from Page 37) 


dedicated to sales purposes must do 
likewise. 

On the big chart, then, the domain 
of this discussion is the lower right- 
hand corner, with occasional fringe 
activity into the three adjacent squares 
lying in the lower two-thirds of the 
chart. 
cation of information (the press, the 


All four methods of communi- 


platform, the planned event, and gos- 
sip) are involved. 
To whom, does industry sell, 
for it is to them that we must speak? 
Largely plant 


purchasing executives, dis- 


now, 
they are engineers, 
managers, 
tributors, development men, designers, 
maintenance and production 
chiefs. The clue to sales-stimulating 


publicity is subject matter for which 


men, 


such men are thirsty. 

There ms miu h besides new equip 
buyers are 
interested. In INpuUsTRIAL MARKETING 
in April, 1945, the 


18 basic story types which business 


ment in which technical 


writer classified 


paper editors are always seeking, and 
which appeal to business buyer groups. 

Over and above the item about a 
new product, these story types were: 

L) the case-history; (2) the round- 
up of unusual field applications; (3) 
charts 


maintenance 


analysis-of-trends article; (4) 
and handbook data: (5 
(6) installation quirks; (7) 
how- 


adv mr 
research and test reports; (8) 
to-buy information and selection data; 
(10) 


success stories 


9) shop and field ingenuities; 
dealer 
advice ' 11 ’ 


technical 


distributor or 
and how-to-sell 
into the 
authorities 
(12) contributions to columns and 


projec- 


tions future by 


design data: 
(which 


to current 


industry reviews 13 
(14 crest-of-the-wave 


relates the 


copy 
product story 
business, political ar d news issues): 
(15) superlative stuff (regarding the 
largest. oldest and fastest) : 
16) picture and stories; 


(17) straight news reports of company 


1950 


smallest 


liagram 
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P paneer Peer 


THE TEXTILE 


INDUSTRY... 


A GOLDEN OPPORTUNITY FOR Y0 


Here's an industry that spends nearly six billion 
dollars annually on materials, supplies, equipment,and 
20,000,000 each working day of the year! 

You won't need a large share (percentagewise) in 
that daily $20,000,000 to make of 
major markets. Often the addition of one textile cus- 
tomer will result in business that repays many times 
over the moderate sales-campaign cost. 

Right now, while you read, the buyers in this indus- 
try are shaping up orders for everything from assorted 
bolts to machines costing over $30,000 a unit. The 
“take” in consumable supplies this year will be large, 
as mills are running again on their postwar normal 
of two or three shifts. As for capital investment, the 
1950 outlay threatens the high marks of recent years, 


power—about $ 


textiles one your 


since modernization remains management's key to 


survival. 


iny VM ac 


hine the 


IN 1990! 


2,900 textile plants with over 


And, while there 
100 employees each and several thousand small plants, 
to sell them all to make textiles a 


worthwhile market, One large corporation for exam- 


you don't have 
ple, whose principal products are salable only to textile 
mills, has 23 customers, another has 600 customers — 
both are eminently successful. 

A great many firms rely in large part on the textile 
ndustry’s patronage for their business existence. If 
you're one of these, you know. If your product is 
generally untried in this field, you owe to yourself 
an investigation of its possibilities. Textme Wortp 
would be glad to supply specific market data down 
your alley; or, on request, to have its district represen- 
tative discuss with you how Textite Wortp's buying- 
power audience can be of vital aid in your cultivation 
of this great textile field. 


Tt Woy 


Vill 


TEXTILE WORLD 


A McGRAW-HILL PUBLICATION © 30 WEST 42nd STREET 


1950 


NEW YOoReR 18 N.Y 
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OF ALL NEW 


HOSPITAL EQUIPMENT NEEDED 


is NEEDED IN THE SOUTH 


The 14 Southern States are now 
engaged in a building program de 
signed to boost Southern Hospital 
facilities to a level equal to the 
national average. This tremendous 
undertaking involves the spending 
of over $921 million for buildings 
and equipment, and, in 1949, South 
ern Hospitals already under con 
struction or in the blue-print stage 
were valued at better than $267 


million 


No other section of the country 
offers such a great potential tor new 
hospital equipment. That is why the 
Southern market warrants its own 


publication and your own EXTRA 


sales ellort 


Southern Hospitals is the only 
ournal that gives complete concen- 
trated coverage of this booming 
billion-dollar market. It performs a 
definite, necessary service to South- 
ern institutions (a service not dupli 
cated by any other publication in 
the field) and, because of this, is 
thoroughly read and deeply respect 
ed by Southern hospital people 


More than 100 manulacturers and 
suppliers have found the advertis- 
ing pages of Seuthern Hospitais 
a sure way to profitably increase 
sales. It can do the same for your 


product or service 


SOUTHERN HOSPITALS 


PUBLISHED BY 


Clark-Smith Publishing Company 


218 W. Moorehead St. 


Charlotte 2, N. C. 


This Emblem Means 


IT’S EASY FOR YOU 


to Get Media and Market Data 


Industria 
Maret Data 
Book NuMBER 


When you see it in the advertisements of business publications—in their 
promotion copy ia folders, on blotters, in circulars—you are being 
reminded thet the publication has filed its complete reference data in The 
Market Dota Book Nember. it means you can find facts on the publication's 
editerie! services, circulation, inflvence, market studies, and similar 
information, adjacent to complete date on the market it serves. 





the full- 
fledged text-book treatise on technical 
topics for which the company is an 
acknowledged authority. 

The mechanics of handling techni 
cal publicity with a sales purpose was 
discussed in the above series in the 
issues of May through October, 1945 
in INpusTRIAL MARKETING and in the 
preceding articles by Mr. Palen and 
Mr. Bailey in this series. 


developments; and (18) 


Let us, therefore. confine the re 
mainder of this discussion to the 
building and launching of a technica! 
publicity program in behalf of a sales 
objective, and its correlation with 
other sales and sales promotional ac- 
tivities. 

A sound publicity program with a 
sales purpose must start with clear 
cut and stated objectives. Merely to 
“make the papers” isn’t enough. These 
objectives should be established by 
conference and recorded. At least 
twice a year it is wise to review your 
objectives against shifts of situation. 

Seldom is an authorized publicity 
activity large enough to cover all prod- 
ucts for all markets. Select those sales 
objectives for which educational work 
Publicity can 
teach more easily and effectively than 


is most sorely needed 


can its sister techniques of advertising, 
sales promotion and direct sales solici 
tation. It cannot, however, iterate and 
reiterate a sales theme with obvious 
commercial angles half so powerfully 
as can the salesman or the advertising 
man. 

Pick for the publicity man the ex 
plaining and interpreting jobs. Fear 
not to assign to him markets of all 
mannef?r and desc ription. Public ity can 
find more audiences per dollar than 
any other means of sales communica 
tion. Thus it can range into precincts 
(media and markets) which advertis 
ing. direct mail and the field sales 
force can't afford 

Next, close in on your objectives 
with a policy. Set down the “thou 
shalt” and the “thou shalt not” of the 
job. Publicity policy may have to do 
with authorship, open and restricted 
subjects, copy approval procedures, 
the degree to which the time of re 
seare h men, service men and tec hni al 
specialists can be involved, and so on 

On the basis of the objectives you 
have recorded and the policies you 
have established you can approach 
the matter of budget 

Dg not attempt to do publicity as 


an expense extra. Set funds aside for 
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“Do papers get 
lost in YOUR 


files, too? 





“They don't in OURS 


anymore... 
and here's why: 


“WE LOST A BIG ORDER! The Revere Com- 
pany was one of our best customers 
mntil the day I couldn't put my hands on 
our copy of that cost estimate I gave them 
By the time we found it. and I called 


back, they'd placed the order elsewhere 


“THEY INSTALLED IT FOR US. We didn’t 
even notice the changeover of systems 
being made! Remington Rand experts 
did the work for us and even trained 
our personnel. We haven't “lost” a paper 


since our new system was installed 


“TIME TO IMPROVE OUR FILING! At first I 
blamed the file girls. Then my office 
manager showed me that we had no 
system everyone hled according to his 
own ideas! | decided to visit the filing 


experts — Remington Rand. 


“| HAD A REAL CHOICE. After studying 


our routines, the Remington Rand man 
made recommendations based on 8 
lifferent filing systems. | chose one 
tailored exactly for our needs fast, 


simple, with foolproof filing controls. 





(— 


“IT MUST BE SOMEWHERE” 





Free Movie Showing for Your Staff . . . 
“IT MUST BE SOMEWHERE” 


Send today for free folder describing the instruc- 
tive new full-color movie on filing problems 

acclaimed by 
business men and schools. Free showing may be 
arranged through your nearest Remington Rand 
office. Call today. Or write on your letterhead to 


Room 387, 315 Fourth Ave. New York 10, N. Y. 


Systems — Photo Records 
MANAGEMENT CONTROLS DIVISION 


| Reningion Rend 


-~ 


(apyriaht , 
Remington Hand Ine 
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it. Studies show that for every $50 or 
$125 you spend on industrial publicity 
in business papers, you can expect 


report proves publicity space totaling a 7 x 10” 
INDUSTRIAL MAINTENANCE | "tic cxsct figure witt depend upon: 


. . . ' the thirst of the industrial world for 
leads in circulation y the type of information you want to 
purvey, the skill and experience of the 
publicity team you develop, the sever- 


wee 
QcTOmE, ce ity of editorial competition you face, 
MAINTENANCE ee 


prr Report 


INDUSTRIAL the amount of internal company coop- 
C yrcutaTion ay eration given to the program, and the 

— depth of the technology involved. 
en Your cost range will not be affected by 
a ao hae —_ = whether vou organize internally for 


C onTROLLED 


~~ 


the job, engage external specialists, or 
work out some combination thereof. 

Further, it has been established that 

f you want the total publicity vol- 
ume and total publicity impact to 
match your space advertising pro 
gram, each doing the tvpe of job for 
which it is best suited and not attempt 
ing to accomplish ends more appro- 
priate to the other technique—an 
amount of 1/6 or 1/5 of the total 
space advertising budget should be 


approvriated for the news job. 


With objectives, policy and budget 
agreed upon, the procedures and staff 
required for the iob will become clear. 
Do not think of your publicity men 
only in terms of writing ability. Even 
more important is their ability quickly 
to latch on to the technology of your 
business and the technologies of your 
customers’ businesses, and to know 
We suggest you check INDUSTRIAL MAINTENANCE, if you have how business paper editors think and 
not already included it on your 1950 schedule. You will find it offers work 


comprehensive coverage of all Industry, from automotives to zinc The editorial relations end of the 


smelting and from administrative executives to maintenance foremen job is as important as company rela 
tions and customer relations. The 
Write for Your Copy — NOW! publicity man’s function is to seek out 

and identify the news at its source 

INDUSTRIAL MAINTENANCE the “nose for news’). organize it 
3623-27 FILBERT STREET ° PHILADELPHIA 4, PA. into a form attractive to the editors of 


the appropriate publications (mastery 











of the technologies involved and 


knowledge of business paper readers’ 


’ 
“SNIPS ’ appetites) , and to bring the source of 
, ? A Journal @&f (Constructive Help the information together with its ul 
HAT Ss GOING ON . = poe, = che oe A eee timate receiver, the editor (editorial 
For Further testing = anf: 
Date See : relations) 
@ Manulocturers and their advertising Market Ome ' al Advertisers whe knew 
egencies are using this inexpensive Send » aoe Cee In performing these three steps the 
chipping service for collecting editorial , . SNIPS MAGAZINE public itv man acts as a middleman, or 
publicity, for making resecrch and S70? W. Lake St. Chicase 44. 1h : 
morket studies, for maintaining com- = arranger. Skill at this function is far 
petitive advertising files and for de 
veloping sales prospects on certain 


Rng ht 7) —~ tag mescl Uses A LL A D V E R T | $ | N G 7. pe of tee hni al public itv here 


pave ll — a ~ SUCCEEDS OR FAILS AT dis ussed 18 alw vs responsible to 
BACON'S CLIPPING BUREAU POINT OF PURCHASE sales management. It may report to 
We ravens WE magazin TOPFLIGHT TAPE CO. 


143 So. Deorborn $1. C 9 advertising manage hrouch the sales 
MUBER BLOG. — YORK, PA aa e ager, through the sal 








more important than journalistic 


sales management direct. through the 


promotion manager, or through the 
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advertising agency. If it reports to 


top management over the head of 
sales management, or to a public 
relations director with purposes be- 
yond sales, or to public relations c»un- 
sel—it is imperative that sales ran- 


agement be given clear and advisory 
powers over the technical publicity 
man. Otherwise the program will be FO R 1950 
unable to discharge a sales responsi- 
bility. 
Technical publicity is a blend of 
sales engineering and trade journal 
ism. Although it may share tech 
niques. appearances and personnel 
with public relations work, employe 
relations work, press agentry and 
other publicity activity, it must not he 
confused therewith 
Technical publicity can be a potent 
factor in moving industrial goods 
but only to the degree that the pro- 
gram is designed for and accepted as 


un arm of the sales departme nt 


Trends 
Continued 


end of 
strv should 
reserve to 
arise. If the 
vails pacity 
my ade ng | INCLUSIVE 
P. B. Gar 
A Power, 


0) Engineering production, manage- 


ment and procurement executives repre- 
senting the nation's industry will attend 
this Exposition — to be held in conjunction 
with the Chicago Technical Confe 
Additional thousands, whe 
Chicago participatip 
West Power 
have be . 
0 


During the vear endin eptember 


1949 | S veter lone pro 


1 290.376.5 » all-time 


er 


high. Reports received Federal 
Power Comn present 


nstalled cay stations 


t 1950 
pineer 
2 Curing d societies 
Bn grew ovt of 
Gr Production Clinics 
Thi ind has now become oa 
Netione! institution. An inten 
sales , 
ocarions sive promotion and publicity 


equi ¢ j 
july phone today program will bring on un 
precedented number of buy 


rators | ’ f b k 
ure, list Of exhibit- ers to Chicogo for the 1950 
So rotes. Exposition, April 4 through 8 


WIRE, PHONE 
F oweve! issured OR 
during 1* » oddnin il 3.235 WRITE TODAY! 


0 kw of generating will be 
natalled This compares wit! 5.942 300 
kw for 1949 Anprew W KRAMER 
Power Ceneration, Chicag 
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Advertisement 





Canadian Pacific Official 


C. B. Jefferson has been appointed vice 
president of traffic of the Canadian Pacific 
Railway Co., with headquarters in Mon 
treal 

Wr. Jeflerson says, “The Wall Street 
Journal is invaluable for keeping one well 
informed on current business trends which 
is so essential to a railway trafic official 

The 236.977 daily readers of The Wall 
Street Journal are America’s best in 
formed business men. They include im 
portant decision-makers at all levels of 
business in the United States and Canada 

Sales executives recognize the 236,977 
daily Journal readers (including over 24 
and the 


market of production and dis 


000 vice presidents) as the big 
buving 


tribution 





Chemical Co. V . P. 


it. BE. Bramstont ook has been elected 
a vice president of the Oronite Chemical 
Co., subsidiary of Standard Ol of Cali 
fornia 

Wr. Bramstont ook savs, “Through the 
vears | have found that The Wall Street 
Journal makes it a policy to carry all of 
the vitally significant chemical news of 
interest to those in the industry.” 

Rusiness executives and thew assistants 
(236.977 active business men from coast 
to coast) depend upon The Wall Street 
Journal daily for full coverage of essen 
tial business news and for interpretation 
of business situations 

You can get more for your advertising 
dollars by putting the Only National 
Business Daily to work for vou company 

selling your products or seTrviwes 


110 


How Leading Business Papers 


Compare in Space Volume 


®@ 67 publications with the most advertising in |949 


PUBLICATION of the annual vol- 


ume figures for business paper 


advertising, which appeared in the 


January issue of INousTRIAL MARKET 
ING, has excited so much interest and 
comment that a further analysis of 
the figures is presented here. 

One of the most interesting changes 
in the ranking of industrial publica 
tions by volume, as recorded in the 
tabulation, put Oi & Gas 

Tulsa, Okla., 
with 6,564 pages, as compared with 
6.269 pages for /ron Age, New York, 
the perennial leader. /ron Age had 
held first plac e for both business pub 


annual 


Journal, in first place 


lications and magazines generally 
since statistics in this field have been 


‘ ompiled 


Principal Fields 


As an indication of market in 
terests, and without reference to actual 
expenditures, the principal fields from 
the standpoint of the number of lead 
ing industrial papers represe nted in 
the list INDUSTRIAI 


MARKETING are metal working, with 


maintained by 


12: construction and related indus 
tries, with 10; process industries, in 
cluding food manufacturing and pa 
per, 9; transportation, 8; electrical, 
power and utilities, 6; petroleur 1. 5 
general industry, 5; lumber and wood 
and textile manufactur 


tus 


products, 4, 
ing, 2. One hundred forty-four in« 


trial publications are included in this 
list 

The leading publications shown in 
the annual tabulation, ranked in or 
der of page volume, are as follows 


Ronk Publication 1949 1948 
1 Oo rn 6504 46709 
I ‘ 6269 7008 

Steel is64 
American Machinist 41694 
Engineering News 

Record 4026 
Fiectrical World “9 
Chemical Engineering 338 
Machinery 1120 
Product Engineering 2959 
Modern Machine Shop 2888 
Rallway Age 5 
Purchasing 
Facto 
Wor 


Electronics 

Power 

Petroleum Engineer 
Foundry 


‘ Journal 
Petroleum Refiner 
Southern Lumberman 
Woodworking Diges' 
Bakers’ Helper 
Paper Trade Journal 
Automotive Industries 
Textile Industrics 
Architectural Record 
Coal Age 
American Builder 
National Provisioner 
Construction Digest 
Modern Pockrging 
Heating sing & 

Air ¢ +e 
Chemical Engineering 

News 
Architectural Forum 
Pit & Quarry 
Industry and Power 
Food Industries 

Mill News 
Transportation 

ectrical Construction 

and Maintenance 
Aviation Week 
Engineering & Mining 

journal 
American City 
Chemical Processing 
Modern Plastics 
Industrial & Engineering 


Lumberman 

Trafic World 

Materials and Methods 

Construction Methods 

Design News 

Railway Purchases & 
gress 


Petroleun 


Cos metic 


Industries 
*ractical Builcde 


"Western Candy Review’ Merges 
with "Western Confectioner’ 

With the 
f a ndy Re rien 


Contectioner 


W. stern 
Western 


January issue, 

merged with 
publ shed by Occidental 
Pub. Co., Los Angeles, under the name 
of Western Contectionse with Western 
Candy Review. Smith Cady Jr.. editor 
ind publisher, Western Candy Review, 
will become associate editor of the new 


public ation 


Two New Accounts Sprout at Shrout 

Crown Rheostat plating equipment 
manufacturer, and Max Gerber, Inc., re 
tailer and wholesaler of plumbing sup 
plies and major household appliances, 
will use Shrout Associates, Chicago in 
dustrial advertising agency 


INDUSTRIAL MARKETING, February, 1950 





Are You LOOKING FOR A MARKET? 





Southern PULP and PAPER MANUFACTURER | 





Blankets the Fastest 
Growing Portion of 
America’s 6th Industry 


men in all plants, produce a monthly maga- 
zine that the key personnel READ. 


THE CIRCULATION ... 


is paid. The subscribers are officials, man- 
agers, superintendents, engineers, and 
principal technical men, primarily—the 
men with the need to Keep Informed and 
in whose responsibilities lies the power to 
specify and buy. The renewal rate is over 
90°,,. 


ADVERTISING VOLUME... 


continues to increase, showing that the men 
of supplying companies know where a good 
market lies and recognize the “Must Use” 
value of Southern Pulp and Paper Manu- 
facturer in overcoming sales resistance and 


THE MARKET... 

is the huge pulp, paper, and paperboard 
operations, with their large pulpwood de- 
partments, electric and steam generating 
plants, water treatment plants, and auxiliary 





: ey | 
AVERAGE TONNAGE I seo 
1 PER MILL 








chemical plants, spending hundreds of mil- 
lions of dollars annually for machinery, 
equipment, and supplies. 


THE EDITORS ... 

being experienced with problems, plant op- 
erations from raw material to finished 
product, and knowing personally the key 


promoting good will and prestige for their 
companies. 


INFORMATION .. . 


is always gladly supplied upon request by 
Southern Pulp and Paper Manufacturer's 
staff as complete as possible. Inquiries are 
welcomed. 


Bee ale 
PULP and PAPER MANUFACTURER 


Vincent F. Waters, General Manager 
75 Third Street, N.W., Atlanta, Georgia . 


quem SOME OF THE PRODUCTS Southern Pulp and Paper Manufacturer READERS BUY au 


Air Conditioning Machines Electric Generators 
Auto Trucks Electric Motors 
Belting Electric (all kinds equipment 
Boiler Plant Equipment Engines (steam, diesel, etc 
Brushes Felts 
Cable Filtering Machines 
Castings, all kinds Forestry Equipment 
Cement Gasoline, Oils. Solvents Mixers and Stirrers Thermometers 
Chemicals, all kinds ght Grinding Machines Mills, ball, ete Tile 

heavy Heaters, Unit Paint 
Cleaners Heating Systems Pipe, all kinds 
Condensate Systems Hoists Power Plant Equipment 
Control Instruments Hose Printing Presses 
Conveyors (Belt, Chain. etc Ink, printing Pumps. all kinds 
Counters Insecticides Railroad Equipment 
Instruments Recorders 
Insulating Materials Refractories 
Laboratory Equipment Rope 


Laboratory Furnaces Rubber goods, all kinds 
Lighting Equipment Scales 

ocomotives Shipping Supplies, all kinds 
Lubricants Solvents 

Machines, many kinds Stokers 
Machine Tools Tanks, all kinds 

Metals, all kinds Testing Machines 


Trucks, Aut« 

Valves, all kinds 

Werer Treatment Machines 
Welding Equipment 

Wire Cloth 


Cranes and Hoists 
Disinfectants 
Elevators 
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MECHANICAL ENGINEERING is a publication with circulation The MECHANICAL CATALOG is the one medium 
penetration to engineers who have a deciding voice in making which insures that the essential data on your products 
purchases. It reaches management, design, production, power, be readily available in the hands of industry's most 
materials handling and other engineering factors in industry. influential engineers. It reaches 15,000, only A.S.M.E. 
lt offers real quolity circulation, current 33,000 net paid includ- members. All of these ore engaged in executive, man- 
ing A.S.M.E. membership, and broad engineer contact, which agement, plonning, designing and specification work. 
cannot be obtained as a group by any other circulation. All are buyers or have strong buying infivence. * 











TWO BASIC MEDIUMS 


The job of mechanical engineers is the designing, developing, applying, and 
maintaining of all kinds of machinery in all kinds of industries. 


No other single class of men, or engineers, wields so far-reaching an influ- 
ence in industrial production as the mechanical engineer. Today he may be 
but a draftsman, tomorrow he is a designer—or a chief engineer, or a works 
manager—or a consultant. In fact, many of the engineers who are members 
of the A.S.M.E. are general managers, presidents and other administrators. 


MECHANICAL ENGINEERING, published monthly, is the basic medium for 
reaching these mechanical engineers and industrial executives, since it is the 
link by which they keep in constant contact with engineering and economic 
trends as unfolded by the far-reaching activities of the A.S.M.E. It is also relied 
upon as the logical clearing house for the technological information needed 
to keep abreast of progress. 

The A.S.M.E. CATALOG, an annual, is the basic reference publication for 
mechanical engineers and industrial executives, and is always on the job with 
specific products data at the crucial time—when orders are in the making. Its 
Directory of 300 pages is the prime source for information on all kinds of 
mechanical apparatus and related materials. The 1951 edition, 40th Annual, 
is now being compiled. 

These two publications will make a basic foundation for your advertising 
since they reach the key men of industry. 


Shall we send you complete information? 





THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St. New York 18. N.Y 
Midwest Office: 400 West Madison St., Chicago 6, Ill. 
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NIAAA News 


Notions! Headquorters, |776 Broadway. New York 19, N.Y 
Bernard H. Dolan, president 
Blaine G. Wiley, executive secretory 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 





als 


Expand Annual Industrial Ad Competition 


” 


. 


A SILVER DISH is awarded by the Eastern Industrial Advertisers to J. Mack 
Nevergole of R. G. E. Ullman Advertising Agency, Philadelphia, in recognition 
of services rendered to EIA. Chapter President Sheldon F. Johnson, Westinghouse 


Electric Corp. presented the award. From left: Mr. Johnson, Mr 


Nevergole, John 


Dingee, Henry Disston & Sons, and John Mather Lupton, of John Mather Lupton 
Inc., New York 


Meeting $68,000 Ad Drive 
Schedule is Nip and Tuck 


New York The National Industrial 
Advertisers Association's 
the Wall Street 


vineing top 


campaign in 
Journal, aimed at con 
nanagement abou the 
things industrial advertising can do, is 
expected to begin on schedule this 


month, despite some slov. starting by 


local chapters in preparing ads 


The campaign, which nelude 
$68.000 worth of space donated by the 
a all Street Journal was 


other week two-thirds 


planned to 
presen every 
page ad prepared by a chapter. ¢ 
credited to 


hapter 

members, whose delays were 
ecupation with pressing 
mpany projects, now are 

shift into high gear 


Schuyler Hopper, preside 
Hopper to New York ag 
chairman of the NIAA comn 
ndustrial advertising effectiveness said 


that the Pittsburgh Y hapter was the first 


be approved by 
therefore likely that 
Pittsburgh's ad will be the 


to send its ad copy to 
the committee. It is 
first to run 

Campaign chairmen appointed by lo 
eal chapters include Harold Hoffman, 
Carnegie-Illinois Steel Co. Pittsburgh: 
James S.. McCullough. Yale & Towne 
Mig. Co. Philadelphia; and Kenneth 
Bailey, O. S Newark, N. J 


Tyson lo 


NIAA Will Offer 
Los Angeles Travel Data 


A four page travel folder is being pre 
pared by NIAA headquarters to 


members 


supply 
with travel information on how 
when and where to go to reach Los 
Angeles for the national convention in 
June 

The information. t « mailed to mem 
bers, will include fares by rail anc air 
and routes and costs for driving to the 
coast from central points in other parts 
of the United States \ special train 
will be run for NIAA members over the 
Santa Fe with a stop over at the Grand 


(Canyon 
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Contestants Offered More 
Freedom; Former ‘Panel’ 
Presentations Abolished 


Rules of the annual pan- 
National Indus- 


New York 
els competition of the 
trial Advertisers 
drastically changed this year to allow 


Association will be 
participants greater freedom and oppor 
tunity for more detailed presentation of 
campaigns 
Robert A 
Automatic 


Jove ‘ advertising 


Sprinkler Corp. of 


manager, 
\merica, 
Youngstewn, O.. and chairman of the 
NIAA awards administrative committee, 
announced that the use of panels will 


be abolished 


dustrial advertisers mounted a display 


Formerly competing in 


of outstanding ads and a typed summary 
of campaign results on a panel 

asked 
to mount their ads ia 13 x 20° books or 
folders those used by the Di 
rect Mail A 
will enable 


much material as desired 


This year participants will be 
similar te 
vertising Association. This 
participants to submit as 
including en 
tire campaigns 

In addition, the 
dustrial classifications in which awards 
increased to 18 clas 
These will be the Commerce 


traditional seven in 
are made will be 
sitications 
Department's standard list of 17, plus 
1 non-manufacturing group to include 

service Companies 
Preliminary judging will be done in 
New York at the NIAA headquarte rs by 
Continued on next Page) 


DuPont Study Shows 79% 


Depend on Business Papers 


Newark, N. J 
referred to for product information by 
79°) of the customers of E. 1. DuPont de 
Nemours & Co. Wilmington, Del., in 
ht basic industries 
That and other results of a DuPont 


study of 


Business papers are 


buying influences 
Sickler, chair- 


industrial ad- 


industrial 
were outlined by R ( 
man of the companys 
ertising committee, at a meeting of the 
Industrial Marketers of New 
Other results, Mr 
Manufacturers’ 
Continued on next Page) 


Jersey 
Sickler said, were 


catalogs are referred 


113 





the awards administrative ommittee, may ente the contest advertising 


which will select the 10 leading entries igencies may enter a client + advertising 


in each classification. These will be sent In addition to Mr. Joyee, members of 
to Los Angeiecs for committee 

The first three awards in eac Classi ! fussed A Reed Nerton Co. 
fication will receive framed cx Mass John W. Mason, Car 
Only the top 10 entries in each class will i o., Detroit; H. L. Poulton, Pitts 
Winning entries will be burgh Plate Pittsburgh 
exhibition to 1 NIAA chal Ke FE. Keene Spencer W 
ters. All entries will be led at NIAA Inc... Indianapolis; and James | 


of Canada 


iimal pudging the Is 1iaministration 


rtilwates 


be exhibited Class Co 
Curtiss 


Totten 


routed for 


headquarters for 


INDUSTRIAL MEDIA SELECTION was discussed by this panel of experts 
a meeting of the Miami Valley Industrial Marketers in Dayton, O. From left 
National Cash Register Co.; Emerson Mook of Emerson Mook Ad- 

Charles Bruner, Master Electric Co.; and Bud Spofford, Dayton Rub 

ber Co 


Finley 


vertising 


Proctor & Schwartz Philadelphia ; Her 
bert C. Schuckle 
Baltimore: Walla I 
Worcester 


Smith Heads Committee 
on $40,000 NIAA Ad Film 


New York Eight members of tl 
National Industrial Advertisers A 


tion have been appointed t 


Emery Advertising Co 

M mtague Nor 
Mass and Keith 
1. Evans, Joseph T. Ryerson & Son 
= Uhicago Blaine G. Wiley 
nr cto . secretary of NIAA i member ex 


to plan product mn and show 


ton 


executive 


color film on the «ell 
trial advert 


Putman 


Houston IAA President Listed 
in ‘Who Knows—and What’ 


which 
NIAA 
$10,000 to ve ‘ m2 j es bre esident of Br 
to have Houston, and 
showing t the ‘ n : t sxient « the strial Advertising 

will be listed iz 


Knows nad 


ographies of 16 


Angeles next 
which “ iL hye 
will then be av 
sales manager oups, service clul ’ ‘ ' therities on various 
und other 

The committe wchudes: ¢ rmar t ime will be published this 
Marquis Co., 
vertising and sales promot { ! n America Mr. Bren 
General Electric Co venectady, N 
Y.: E. Seott Pattison, G. VM. Basford ¢ ’ t sme who has helped 
New York, secretary: Bernard VM. Dolar level esearch techniaqu ridging 
Peter A. Frasse & Co New York na ‘ 7 etween « d ‘ nictans 
president of NIAA John Reinhardt 


Stanford Sr , manage par s ad t y ALN publisher 


listing = an 


Salesmen Take Snapshots 
for LeTourneau Ads 


Cuiraco—Give your salesmen the 
simplest Brownie box cameras and ask 
them to take pictures of job installations 
of your product during regular travels 
n the field 

Eugene Weyeneth of MeGraw-Hill 
Publishing Co. offers that advice to ad 
vertising managers for getting case his 
tory data and pictures for use in ad 
vertising. The advice was given at a 
meeting of the Chicago Industrial Ad 
vertisers Association. Mr. Weyeneth, who 
has joined McGraw-Hill after leaving his 
post as advertising manager, R. G. Le 
Tourneau Inc., Peoria, UL. teld how Le 
Tourneau tried this _ picture-taking 
method successfully with the company's 
salesmer 

You may not get the most protes 
stand 


sional mictures trom n irtisth« 


pomt. but pretures and ita the sales 
man « up wll be far more powerful 
then enythin 1 can dreem up sit ne 
n tl ome office he said. This tyr 
of advertising asserted. drew more 
than 


}a40 


» O00 inquiries tor LeT urneau m 
The Chicago chapter at its next meet 
ing Feb. 13 will hear Robert A 


director of advertising nd 


lovee 
public re 
lations, Sprinkler Corp. of America. and 
NI AA vice pre sident. discuss the diagno 


sis and cure of advertising’s ills 


DuPont Study 


Continued from Page 


113) 


to by 60° and direct mail by 50% of 
the customers 

Nearly all of the 1420 DuPont cus 
tomers who answered a questionnaire 
read ads in business papers. Only four 
out of this total said they never read the 
ads, and 20 said they seldom read them 
About 95 read ads 


sionally 


egularly or occa 


The customers were manufacturers to 
whom DuPont sold 69% 
in 1948 in the 
food and drug 


f its volume 
automotive, chemical, 
iron and steel, mining, 
petroleum, rubber and textile industries 

Mr. Sickler said the 


sizes that (1) more key men in industry 


study empha 


than ever influence purchasing, (2) buy 
ing influences are not confined to any 
one group, but may be exercised by men 
in management produc tion, engineering 
according to 


research and purchasing 


the products and needs involved and (3 
men in industry get product information 
largely by means of advertising and 
sales promotion 

Publications cooperating in the survey 
Industries, Chemical 
Engineering, Coal Age, Engineering & 
Wining Journal, Food Industries, India 
Rubber World. lron Age. Oil & Gas 
Journal and Textile World 


were {uftomotive 
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NO APPOINTMENTS! MR. COBB IS GETTING READY 


for the NIAA Conference in Los Angeles 


One of the most important reasons for attending 
the 1950 NIAA Conference is to get ready for the 
fighting fifties! To get ready by putting your elbows 
on the table at these Los Angeles meetings where you'll 
hear and see demonstrated the problems facing indus 
trial marketing today 

This will be a working meeting—with plenty of 
leadership opinion expressed. You'll benefit from the 
opportunity to revitalize your thinking about distri 
bution, selling, and advertising based on this year's 


theme: “Nobody profits ‘til something is sold.” 


ATTEND THE 
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Gain by getting ready now to attend the 1950 NIAA 
Conference in Los Angeles. Make your reservations 
now. For complete information, including vacation 
ideas, write to: Attendance Committee, NIAA Con- 
ference Headquarters, 2614 West 9th Street, Los An- 


geles 6, California 


: 30° 
sons or 1 


5% ANNUAL niAae 








Results of 10 Campaigns chance we have had in a generation to 
kill the threat of statism.” 


Told by Putman Booklet “Actually there are very few of us 
25 Years Ago i who will not grant every American se- 
Cuicaco—A 18-page booklet has curity in theory ” he said. “There 

os been published describing methods and 


NIAA 


are just two places to which Americans 


results of 10 outstanding advertising 


From the February, 1925, issue of can turn. One is government; the other 


campaigns entered in the 1949 adver te industry.” 


“Payment of pensions is our oppor- 


InousTaarl Markerine . 
tising competition campaigns in Put 


The Eastern Industrial Adve man Publishing Co.'s 1949 advertising 
tisers, Philadelphia chapter of the competivon 
National Industrial Advertisers A National Industrial Advertisers 


tunity to prove that the welfare corpora- 
tion has greater validity and offers richer 
rewards for all than the welfare state.” 
Mr. Jackson said that a major U. S. 


stumbling block abroad is simultaneous 


Association, completed its orgar Association beard ef top management 
zation at a meeting in January judges selected the campaigns to be 
W. S. Hays, National Slat As covered by the booklet, which was pub 


“ ition, | iudelphia. was elect s! 1} P solution of our military and k CA politi 
woatien, " "ipnie i “le shes ”v utman The report n each : ' ' i 
residen In an address to the ‘ ells ca yroblems withou complicating et 1 
resid he 3 ‘ ) ampaign tel the adverti “r pe f | ithou 


type 


ty 
1A at their December meeting sales problem and objective, the exact 


I 
. j 0 vivertising manager portion of the selling job assigned to Melntosh Defines PR: 


Link-Belt, Chicago, and NIAA industrial advertising, the ways in 
‘ { , . . ° 
President, presented the back which the campaign was conducted and 90%, Action, 10 Vo Words 
ground ste of the rowth of the documentary evidence of results 
) : Monrreat—A _ basic factor that 
NIAA ’ m of the Phi The bheoklet is available without 
, =9> management must keep in mind when 
vdel phi ‘ ' rid, w charge from Putman at 737 N. Mich bl ti agg 
. g & » < relations ”) s 
lar te ‘ e Chicag igan Ave., Chicago, and is also being of creatin 2 publ I 
10 mer ‘ in the Marketing Aids section of 
1918 
tural tha ompanies whose campaigns are de 
Technical sorth include Lyon Metal Products, 
winner of the 1949 competition Koppers 


that most business with the public is 
conducted by employes, not by execu 
tives, Hugh McIntosh, information man 
wer, Bell Telephone Co. of Canada 
told members of the Technical Adver 
Co. Chessice] Division. henerable men tisers Association of Montreal at a 
recent meeting 


nl Aeroc » Corp.. Independent 
iT roquiy ry nde penden “Verely setting the policy is «6not 


Tool Co. Standard Conveyor 

eTourneau, National Ele« 

“ Corp... Twin Dise Clutch 

iffman-LaRoche Vitamin Division 
en Fire Brick Co 


enough.” he said. “It must be thorough 
ly explained to, and translated into ac 
tion by, the employes All levels of the 
organization must be engendered with 
an interest in the policy as something 
vital to the business.” 

“Success in public relations is 90% 


New ‘Business Statesmen’ hased on what you do, and 10% based 
Are Needed, Says Jackson =” “hat ym bet this 10% may 


tation mean the difference between success 


ounded 1918 oe Boston Industry must produce, and or failure.’ 
Milwaukee Industrial Ad : or ae 6 ten Wee ae ‘Pittsburgh People’ Read by More 

vertisers, Founded 1922 ? the American business statesman to Employes’ Wives thon Employes 

By mailing directly to the employe’s 
home, Pittsburgh Plate Glass Co. has 
achieved 100° coverage for its em- 


solve e mode rroblems o iF 
Cleveland Industrial lve the n rn problems of manufac 


Advertisers. Founded 
1924 


turing and selling, C. D. Jackson, pub 
lisher of Fortune. told members of the 


Technical Advertisers Association at a 


mantihiy macting ploye magazine, Guy J. Berghoff, di- 


rector of public relations, told the 


Declaring that the very topics of con 
Pittsburgh Industrial Advertising 


» the editer, George os ” 
. : erences and just plain bull sessions 


uivertising Manager Council at a meeting 


| : ot industrialists have changed = since : 
eveland Industria 1929 and 1939, he defined the new type A survey showed that the publica 
Wi have had an 
executive is follows 


; tion. “Pittsburgh People ” is better read 
ndance of 45 indu | 


wan a man whose sense of re by employes’ wives than by employes, 
ertisers from the North ae critlicmaien mits tale the th Mr. Berghoff said. Some 82 of the 
wr dinner sues tite shocheliiess bite am wives read the publication compared 


1, 79 
his community, his na with i 


ave be Scherff to Address Hartford Chapter 
Ye Advertising Act ere are not many Wilsons, or Hoff The role of the industrial advertising 


Merchandising Them r o ae an Max wut everv dav more and manager in relation to this company’s 


ot ¢ nplovyes 


sitron of that nation in 





Company Market Resear n , siness et re learning. and management and sales organization and 
Analvsi«’ and “Sele on « ' ' anions , nit fast what he must do to achieve and fill that 
statesman's two role will be discussed by W. A. Scherff, 

welfare state uivertising manager, Plymouth Cord- 

nemic Cooperation age Co.. Plymouth, Mass., at a meeting 

1. Mr. Jackson as of the Western New England chapter 

labor are in of the National Industrial Advertising 





nitv-—the best Association Feb. 9 in Hartford, Conn 
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Inquisitive Readers are Acquisitive Buyers 


riper fo Indu rig . tngineering Gitcae try Keep 
between the covers solving development and production 


problems — by using the original material offered only in | & EC 


I & EC's editorial content has kept the chemical and process industries 
growing until their advance is a gauge of national and world progress. 


The chemists and engineers who develop, change and operate the proc- 
esses, must have I & EC's up-to-the-month work-material — not for 
reactions alone, but for the equipment they wrap around those reactions. 
Here is the source: 


_Regular Feature Departments — se 


1 & EC furnishes 
. Staff-industry Report (an Equipment and Design 
the work-material for exhoustive plant study pocked Pilot Plants 
the Chemical & with illustrations, reactions, Corrosion 
er equipment, flowsheets, markets, etc.) Instrumentation 
Process Industries’ Materials Handling industrial Data 
Plant Management Industrial Waste 
Chemists & Engineers Plant Safety Atmospheric Pollution 
: Reports on the Chemical World Today Industrial Hygiene 
' Headlines of the Month Editorial Comment 
Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 
Coke, Gas 
Equipment I & EC Features & Sy m posta 
Explosives 3 


Development and Researci lant Production material and data for the 


usiries (the ] remost MaARAZING SOUTCE 


1 March Flame-retarding of Textiles 
Fertilizers April O -waey ee. 2 , 

od Apri perating Experiences with Industrial 
Fo Waste Treatment Works 
Glass & Refractories May Unit Processes 

: loth June Facts and Figures of the Chemical and Process Industries 
Leather-Linoleum, Oilclot June Absorption and Abstraction 
Metallurgical July Adsorption 
August New Techniques in Chemical Literature 

Oils, Fats, Soaps September Third Annual Unit Processes Review 
Paint, Varnish & Inks October Fourth Annual Materials of Construction Review 
Paper, Pulp November A Half Century of the Sulfur Industry 
Petroleum 
Pharmaceuticals 


Plastics . 
Rubber the 7-Group Buying and Specifying Team. 


Edited for—Officials « Works Executives - Engineers + 


Research Directors « Chemists - Consultants « Foremen & Supervisors— 


Storage & Dry Batteries 


Ss INDUSTRIAL & ENGINEERING CHEMISTRY 


Textiles 


Meceliancens Key to original applications 
pustisHeo BY THE AMERICAN CHEMICAL SOCIETY 


SING MANAGEMENT. REINHOLD PUBLISHING CORPORATION 


“FORT WORTH :SAN FRAN ANGELES + SEAT 
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Editors Predict 


’ 
Check your 
o Continued from Page 48) 

> of lumber production in the south $6 
selline per thousand beard feet. The present 
~ trend toward mechanization will con 
tinue. High freight rates point to con 
ee ied expansion olf long haul lumber 

opportunities movement by truck 
1950 should be as good a year as 1949, 
for the southern building material re 
7 tailer particularly in view of federal aid 
in the huge, i> lemness eater We EN le Wa 
Congress f Tr. Parsons, The South 


rn Lumber Journal 


concentrated 


Vanu facturing, Industry 


Water supplies for industry are going 
$12.500,000.000 & teccre more attention in 1950 than 
e _s * - eve | re The problem in many 

n others serious, and 
country can say, “we are 


actual problem may be 


ta ot water lack of adequate 
s, pumping and treating facilities 
i i xlequate sewer capacity, but all 


necessity of intelligent 


+ 7 servation. With the current short 

n the New York area, and peren 

[ j hortages throughout the country 
4 / 4 re } 


problem has been driven home 


ssize the 


ement will consequently be re 


eptive 0 plans for conservation, not 
one because costs can be reduced but 
j . «) since the need is in many cases for 


fa plant is te continue t 
vacity. Cooling 
lers, treatment 

quipment ind so on 
lemand._-Kennetu R 

Write for the j 

ngine 


size, tact packed folder that 


2 page file 


tells about this tremendous, lie anew tess ene ot 


market and how fa » but t rate of liquidation has 
stocks became depleted 
bilities of 


retive 
you focus your advertising on 
th meat packing 
selling 


im ; } last quarter of 1949 will con 


plants appreciable 
} dwindled Indic ations 
when 


worth vou re 


small business gaims dur 
out the tirst quarter rt 
swdually increase nearly t& 


the year 


THE 

NATIONAL 0 NN Se oe a ae 

PROVISIONER ose ae ai ‘of conital 

end ANNUAL MEAT PACKERS GUIDE See a 
FIRST IN THE FOOD FIELD 


competitive 
plans held in abey 


ertain business con 


s new projects 


backlog of work 


new stock and 
ttle bearing 
oie en in 1948 less than a 


Netienel expenditures tor plant 


ie ' ' 
Wy ius ' equipmen yume from this source 


indistributed earnings 
and depletion re 


407 $. DEARBORN ST., CHICAGO 5 


eX 
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penditures will be on a less lavish scale 
than in the immediate post war years, 
but will be more diversified and based 
on better planning. The build up will 
be gradual but increased stability 
should make 1950 a sound business 
year.—Ricnuaro H. Morris, Plant En 
gineering 
The volume of business in the metal- 
working mass production industries will 
at least equal 1949—-my guess is that 
1950 may surpass 1949 
Wage rates are still being marked up 
that means more new equipment put 
in service to control prod chon costs 
The auto industry is planning as 
much production in 1950 as in 1949 
Television, another mass production 
metalworking industry, is expecting to 
produce at least 3,000,000 sets in 1950 
Air conditioning is booming, and the 
refrigeration and home appliance indus 
tries anticipate a big year in 1950 
Frank M Production Engi 
ng & Management 


SCOTTEN 


Wunicipalities, 
Government Agencies 


Sales in the fire protection field show 
indications of maintaining the present 
level of activity The backlog of orders 
while less than during the years imme 
diately following the hi of the war, is 


Nearly half of the fire ap 


titteen years 


still good 
paratus im service ts 
of 


ige ind must be d obsolete 


und in line for replacen 
Recent developn broadening 
the market accelerating 
in auxiliary t 
ations and the 

g. fog-foam 


ontributing 


W. H. Frep 


| sewage 

iy reach $200 
idustrial wastes 
may involve the ex 
0.000.000 te $100,000 
be seriously 
does not 
sewage 

oa reached 
mark d ng the war and post-war 
und has not yet approached nor 


ViorRIs Vi. Con ‘5 age W orks 


ut a spot 

t i cost of new 

water systems for 1949 

nities were divided 

into eight groups on a population basis 

The survey indicated that the total ex 

penditures for new construction for 
1949 should be estimated at $365,000, 
000 and $412.000.000 fer 1950, a 13 

increase 


No outst mai 


new or unusual de 


1950 





Chain Reaction 
for Advertisers 


Regular CEPNews Heatunes 


The Chemical World This Week New Processes re 
ACS News The Week's Price Changes 
Meetings and Programs 3 
Behind the Markets 

Beyond the Flyleaf 


Research Progress 
NEWSMAGATINE The Secretary's Office Process Industries’ Outlook 


OF THE Letters to the Editor Safety Forum 
CHEMICAL WORLD Containers & Transportation Wall Street of Chemistry 
Materials Handling World Wide Chemistry 


70,000 
21 Chemical he Ch ‘ CoE ) 


and and Prog, Be Substittbers 


Process Industries 


Alcoholic Beverages 
Cement, Lime, Rock 200,000 


Chemicals << INQUIRIES 


Coke, Gas IN 12 MONTHS 


Equipment 
Explosives 


Fertilizers 
meas Special CGENews Features 
Glass & Refractories 
Leather-Linoleum, eae nm developments in the Process Industries and 
Oilcloth y 27 Final Program, ACS Spring Meeting (117th) 

Metallurgical prill Tec _ Rn nd peg chemical developments reported at 
Oils, Fats, Soaps Technical reports of the latest chemical developments reported at 
: the Philadelphia meeting 
Paint, Varnish & Inks Technical reports of the latest chemical developments reported at 
Paper, Pulp the Detroit meeting 

4ugust 7 Final program for Fall meeting of ACS at Chicago (118th) 
Petroleum August 14 Special Issue for National Chemical Exposition in Chicago 
September : Technical reports of the latest chemical developments reported at 


Pharmaceuticals 
the Fall Meeting in Chicago 


Plastics 
Rubber Edited for— Officials «+ Works Executives +» Engineers - 
Research Directors « Chemists « Consultants « Foremen & Supervisors 


Storage & Dry Batteries 
the 7-Group Buying and Specifying Team. 


Sugar 
Textiles 


ae CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD 
Published by THE AMERICAN CHEMICAL SOCIETY 
Advertising Management. REINHOLD PUBLISHING CORP 
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HERE'S YOUR DISPLAY NOW. 

TRUST WORTH AMERICAN 

TO BE PROMPT -— THEY 
ALWAYS ARE! 


YES, AND YOU CAN'T 
BEAT NORTH AMERICAN 
FOR CAREFUL SERVICE! 


ae. —_ : 


ONVENTION 
OMING UP? 


Let Us Get Your Display 
There ON TIME and in 
PERFECT CONDITION! 


No crating me werries—ne delays when 
you have North American Van Lines 
handle your convention displays and ex- 
hibits. The same superior equipment and 
know-how that made North American the 
nation’s leading long-distance mover of 
household goods will protect your display 
from all risk of damage 


. . 9 
Economical! 

Save on crating, drayege, 

renevating and repairs. See 

= classified section of phone 

beek for your local North 


American agent. (et esti- 


-~- mate and facts TODAY 


Personnel and Plant Equipment 
Many firms use North American to move 
office and plant equipment, and household 
goods for transferred personnel. Standard 
rates’ finer service. Call in your North 


American Van lines agent for counsel 


NORTH AMERICAN VAN LINES, INC. 
Dept IM}, Fort Wayne, Indiana 


5 
ene | 


~— 
f North Amerks 
we oat i 


velopments are expected to materially 
affect the 1950 water supply construc- 
tion work.-W. W. Bausu, Water F orks 
Engineering 

Nearly all power companies are in- 
creasing their plants, both hydro and 
steam, to meet the ever-mounting de- 
mand for power. Federal bureaus have 
unprecedented appropriations (United 
States News shows $1.4 billion) to con 
struct facilities for conserving and am- 
plifying meager supplies of water. The 
West is still experiencing the greatest 
population growth in history, and needs 
municipal improvements of every kind 

housing, water, sewers, gas, electric- 
Highway depart 
ments, with increased gas tax funds, 


ity, transportation 


will construct more freeways, roads, and 
bridges than ever before—Joun M. 
Server, Western Construction News 


Von-metallic Minerals 


records will be 
achieved by the entire rock products in 


New production 


dustry in 1950, according to a poll just 
completed by Rock Products. Of all pro 
ducers replying to questions on the pros 
indicated that 
the volume in 1950 would equal or ex 
ceed that 1949 
capacity of the industry. Products such 
as lime fluorspar, feldspar, phosphate, 
etc.. largely dependent upon industry, 
will continue at high production 


pects for business, 86% 


a year that taxed the 


The large volume industries which 
include portland cement, aggregates 
sand and gravel, crushed stone, blast- 
furnace slag, lightweight aggregates), 
ure dependent upon construction large 
ly, and national figures indicate a vol 
ume of business at least equal to record 
breaking 1949. The portland cement in 
dustry will continue to operate at ca 
pacity, in excess of 200,000,000 bbl. per 
vear, and the aggregates industries will 
be at peak capacity.—Bror Norpperc, 
Rock Products 


Oil 

Sales of petroleum products should 
nerease at least 5‘ over 1949 equip 
ment for distribution and marketing 
msiderably more than that. Additional 
bulk storage equipment is needed to 
assure adequate stocks, particularly of 
heating oil, during the winter months 
The industry is also studying a proposal 
calling for still more storage equipment 
is part of national military prepared 
ness 

Increased service station construction 
and higher sales of service station equip 
ment will result from the greater com 
petition and expansion of TBA (tires, 
batteries and accessories) programs of 
oil companies.—Paut Wotrtstapt, Na 


tional Petroleum News 


The petroleum industry business vol 
ume is expected to be about two per 


cent greater in 1950 than in 1949. While 
exports probably will be lower, domes- 
tic consumption of petroleum products 
likely will increase, even if there is a 
moderate decrease in U. S. industrial 
production and total use of energy. For 
there should be further gains in num- 
bers of motor vehicles, oil burners, 
diesel locomotives, tractors, etc. 

Prices have been stable, and no dras 
tic changes are expected 

Oil company earnings in 1950 should 
compare favorably with 1949. 

Active drilling will be required to de- 
velop new crude oil reserves. Pipe line 
construction will be needed to provide 
market outlets for new fields, some con- 
struction of products lines will be car- 
ried out, and natural gas pipe lines will 
continue to build on an important scale. 
Refineries normally have relatively 
rapid obsolescence rates, and substan- 
tial construction and modernization of 
plants may be expected.—L. J. Locan, 
World Oil 


Packaging 


Frozen Foods: Total 1949 volume 
will reach around $600,000,000, some 
70% above record sold in 1948. 

Toiletries: Holiday sales slightly 
ahead of 1949. Buyers’ favor more prac- 
tical items, basic every day cosmetics, 
etc. Metal Container Prices: Decrease 
not indicated in first part of 1950. Sup 
ply will be tight early in year. Glass 
Containers: With metal in short supply, 
glass container demand is expected to 
be strong in early 1950 

Plastics: Coal tar products are in 
short supply, due to the coal strike cut 
ting off supply of phenols, benzol and 
other coke-oven by produc ts essential for 
certain plastics used for containers 
Molding compounds, including poly- 
ethylene, are in good supply, with 
production exceeding requirements 
Thermosetting materials were in large 
inventory at year’s end. A downward 
trend in prices is expected in some types 
in early 1950 

Paperboard Containers: Heavy holi- 
day orders were expected to push busi 
ness to its highest peak in the fourth 
quarter of 1949. Healthy demand should 
continue at least until spring.—Mar 
sHatt Haywoop Jr., Packaging Parade 


Paper and Printing 


The general feeling among all classes 
of printers is one of confidence for good 
business in 1950, provided there are no 
large scale industrial strikes or other 
calamities to upset the economy. The 
profit percentage is lower, due to high 
costs and wages, also sharpened com- 
petition. This situation is expected to 
continue, and perhaps sharpen in 1950. 

There is a firm determination to at- 
tack two problems: selling and more 
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f NEXT 


wif you advertise 


YEAR NOW 


to the packaging 


market! 


How come? Because work on the 1951 edition of MODERN 
PACKAGING ENCYCLOPEDIA has already begun, and reser- 
vations for advertising space in the new book are now being ac- 
cepted. While the Business Paper Section of Standard Rate & 


Data gives you many of the details, here are some additional 


facts you will find helpful . . . 


oO The Ene ve lopedia i nique com 


bination of purchasing directory and 
handbook on all phases of packaging 

has he t 
1929 It 1 


the $5.000,000,000 packagin 


8 Om of the bes 


effectiveness of the 


published annuaity 
the bible of 
field 


since 


literally 


an advertising mec 
tinued 
idvertise 


compan who 


what the record shows 


There were 85 advertisers in the 1930 edition 
There were 213 advertisers in the 1940 edition 
There were 383 advertisers in the 1950 edition 


© Does your company 


fit anv of the followir ite 
Then the re iders ft Mo ERN 
AGING ENCYCLOPEDIA are big 


customers 


Manufacturers of the raw materials 
of packaging (paper products, tin, 
ink, aluminum, glass, adhesives, 


Manufacturers of packaging ma- 


chinery (cartoners, filling equip- 


ment, capping machines, materials 
handling equipment 
Manufacturers of containers ( boxes, 
bottles, cans, cartons, crates 
Packaging Services (graphic arts, 
custom packagers, designers, fabri- 


cators, molders 


4) The 1951 edition will 


i three-col 


be distin 


guished by mn format in 


| 


place of the two-column arrangement 


ilt. we will carry from 15% 


more editorial text per page 


5) An important new 


editorial fea 


ture will be a rth section on 


materials handlir In it the nation’s 


If you've already advertised 


packagers will get their first tailored- 
to-measure study of the ways in which 
efhciency engineering can be utilized 
to streamline packaging operations. 
Companies that sell conveyor systems, 
skids, fork trucks, stackers, 
loaders, and the like have 


tap 


pallets 
tote boxes 
here a splendid opportunity to 
this difhcult-to-reach market with sales 
stories placed in a section that stresses 


the value of such devices 


@o Each advertiser in the 1951 edition 


will be accorded the privilege ot de 


signating the speci he section where 


editorial content will produce the 


rreatest reader interest in the product 


wv service he is advertising 


previous editions of the 


Encyclopedia, you will recall that the final closing date for 


each edition is April 15th. You will remember, too. that it is 


good policy to send in your space reservation early since 


preferred locations are assigned as always on a first-come, 


first-served basis. 


If you haven't advertised in previous editions of Mopern 


PacKAGING ENcycLopepia and would like more details about 


the packaging market. the editorial scope of the book and 


the audience it reaches. just write us, 


modern 


122 EAST 42nd STREET 


packaging encyclopedia 
PUBLI 
NEW YORK 17, 


A BRESKIN 
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OLE ARES 


YOuR 
McGRAW-HILL 
MAN 


HOW TO INCREASE 


(De 
(—t OF YOUR 
ADVERTISING 


MeGraw-Hill now i 
PLAN Merchandising Pro 


gram its en it inexpen 


ive and it 


PLAN 1 enabk 


vur busane 


McGRAW-HILL 
PUBLICATIONS 


eby = 
PLLLS SSS f/f 
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efficient production in the plant 
Frazier, The Inland Printer 


Paper and paperboard production in 
1949 was approximately 20,000,000 tons 
compared with the record of nearly 22 
000,000 tons in 1948. The last quarter 
of the year saw a startling upturn from 
Production 
figures for October showed a new all. 
time monthly record of 1,954,000 tons 


Part of this was due to a replenishment 


the first half of the year 


of inventories and part to general in 
creased demand 

Continued strong demand is expected 
for the first half of 1950 and many mills 


backlogs of orders. While 


production will continue high it is ex- 


have large 


pected that profits will be smaller than 
in the last two years Increased costs 


d high wages have already had their 
effect in lowering net income. Expansion 
of production facilities is about over 

only a few new mills will start up dur 
ng 1950. Expenditures to improve qual 
ity and reduce costs will continue to be 
substantial in 1950.—Ricuarp W. Por 


ren, The Paper Industry 


Outlook for $4,000,000,000 pulp and 
paper industry is for another prosper 
ous year in 1950 with total production 
of paper and paperboard likely in mag 
nitude 21,000,000 tons as compared 
with 20,000,000 tons in 1949. Current 
production for various grades of paper 
ind paperboard now at capacity levels 
which is likely to 
first part of next year Tue Eprrors 
Pap Will News 


ontinue at least for 


low period, paper mills 
ve orders at an accelerated 
1949. Again operating 
production in 1951 

In the 
the $32,000,000 Coosa 


rint Co. mills, the $22,000 


at a high rate 


onal Paper Co. mills ir 
ansion programs by 
Crossett Paper 

Co. will get 


$500,000 _000 
supplies 


m iYouv 


lrements tor 
hop equipment 

rate during 1950 
cles approaching 
r newer services 
* are needed 

of shippers 
advan 

} } 


ng snes 


’ quit 
i“? 


ment to keep cargo hot or cold is a 
case in point. Demands for this type of 
service will continue to be heavy. 

Vehicle replacement needs continue 
high. A large dairy company, for in- 
stance, has truck replacement expendi- 
tures to be the largest single item on 
its 1950 budget to get back to prewar 
replacement schedules 

Shop tool and equipment are in 
good demand. Truck dealer and fleet 
shop are being modernized and ex- 
panded.—H. T. Howtanp, Fleet Owner 


Transportation 


Bent on reversing a downward trend 
in revenues and riding, 1950 will prob- 
ably see two important developments 
First, a gradual switch from the sense- 
less, uneconomic flat fare to graduated 
fares based on distance travelled (i.e 
zone fares) and time of ride ( giving the 
off-peak rider a break) 

Second, a long deferred public rela 
tions campaign aimed at winning more 
riders by stressing the economy, safety, 
freedom from worry (e.g. traffic frus 
tration, car damage, parking woes) and 
time savings (evenil a long transit ride 
takes a few minutes longer than pri 
vate auto, that time can be used—read 
ing or relaxing) derived from riding 
mass transportation vehicles 

Vehicle manufacturers and suppliers 
expect a better year in 1950.—Bruce 


B. Howat, Mass Transpor 


tation 


Wood Working 


In the field of forest products from 
1950 looks good for 
quality at a 


lumber to furnitur 
the e who can produc e 
price Competition will be keen. Tele 
vision cabinets are still the fastest mov- 
ng and fastest changing items in the 


cease goods field. Prices may rise slight 
ly in the furniture field, but too high 
purchase 


prices will cause onsumer 


slowdown More hardwood lumber is 


being aded than ever before, and 


hetter grades can be expected in 1950 


Freight increases have upped buyer's 
pecitiie ations 

s still enjoying 

resperity with little slack in demand 

starts in 1949 

1950 

looks 

ne reased 


im wage, 


rs ON 


Allis-Chalmers Promotes Nuttle 
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IT’S NEW 
IT’S VALUABLE 





SEND FOR 
YOuR 


IT’S ‘44 => s : po copy! 


— 


MOST COMPLETE DECAL MANUAL 
PUBLISHED ON PRODUCT IDENTIFICATION 


THE YEAR'S 


“BEST SELLER” on Decal Nameplates 


Meyercord’s ““Mark-I Best Seiler rite for your FREE Copy today 


lists i ve gz } as f durapi washable Meyercord Decals are used as 
charts, diagrams —inall sizes, 
w easily they are appli 1 at 
j 


metal. glas woo china, 


ber, crinkle-—curved, flat or flex- 


1 out how and where Meyer ord 
1 for la g adhesion despite vibration 
hard use and wear. Executives' For 


FREE copy, write Der IM 


Executives! DECAL NAME PLATES ARE 
YOUR "BEST SELLER” ON DURABLE GOODS TOO! 
Datler Ae eee MEYERCORD< 


Ml rd D 
Werld's Largest O a Le a 

mer m fu ’ f f f f “rj duct pf 4 
$323 W LAKE 57 cH 


Lear 


ADVERTISE + IDENTIFY + DECORATE + WITH MEYERCORD DECALS 
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Dear Customer 


YOU THINK 
IT'S A KID GAME? 


There is a lot of this kind of thing going 
on in advertising managers’ offices all 
over the country. When you ask sales 
men from a group of competing pub 
lications to bring you a few basic facts, 
what happens ? 

They all know what they want (your 
business) and they all run 
blindly a tale in hand trying to 
pin it on at the right spot 

We're fed up with this kind of space 
selling. We've spent thousands of dol 
lars on market research to prove The 
Iron Age's coverage of the metalwork 
in market. For the 


uld say 


around 
with 


thousands 
didn't 
statistics to show 


we ve 
get a 
Just 1 


en to ce mon 


sp nt we 
whole 


ur sales 


do 
ur own performances in 


the 


have measured 
field on 
if industrial classifications set 
up by the overnment as 
There is a great advantage 
When talk about those classifica 


thons istomers know that we 


Feeling as we we 
our 
basis 
standard 
in doin rao 
we 
our ire 


indulging it hocus-pocus to improve 
our standing 
Age is 
the buving power im the metalworking 
The metalworking industry uw 
than a third of the to 
tal industrial activity in this country 
This kind of market « 
prompted hundreds of ad m 


sales 


Iron covering 93 per cent f 
industry 
counts for more 
overage 
inagers 
space bhuvers managers, vice 
ind presidents to buy 1268 
vudvertisir m The lrer 
rst 11 months of 1949 
hought in any other metal 
rire That's the skeletor f 


Our saleaemen will be 
ill th r 


presidents 
more 
Age ch the f 
thar 


wer 


rool vou « 


THE IRON AGE 
100 EAST 42nd ST 
NEW YORK I7_ NY 


f 
PA CHELTON PUBLICATION 
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Advertising Volume 


Continued from Page 82) 


Trede Group 


Miectrical Dealer 

Electr Merchandising 
9x 12 

lectrical Wholesaling 
Retailing 
News (bi 


Fan 
Implement 


pment 


Geyer’s 7 
(lass 


pies 
Digest 


Hardware Age (bi-w 
Hatchery & Feed 

Hostery & Underwear Review 
Hostery Industry Weekly 
Hosiery Merchandising 


Implement 
Implement 
Industria 


& Tractor (b 
nt rd 
Distribution 

Keystone 


lising 
Dispenser 


Appliances 
Photographic Trade N 
Plumbing & Heating Business 
Piumbing & Heating Journal 
Piumbing & Heating Whole 


sa 


ws 


Dealer 
cer \x 
Sheet Metal Worker 
Southern Automotive 

rn Hardware 

' Is Dealer 


Poultry Supply 


Progressive G 


d 
ing Mater 


Tota 


Cless Group 


1950 
Po 


qe 


*168 
8100 


“1 
29 
” 
65 
146 
116 
60 
*190 


2 
191 


1949 
a] 


186 


1949 


Class Group - 


1950 
Po 


Scholastic Coach 41 


School Executive 

School Equipment News ; 60 
Schoo anagement 
(94x114) 16 


What's New in Home 
Economics 80 
2,140 


Total 2,100 


1949 


Export Group 
‘eges 


1950 
P 


American Automobile 
(overseas edition) 
American Exporter 
(two editions) 
American Exporter Indus 
trial (two editions) 
Automovil Americano 


Caminos y Calles 


Farmaceutico 


Hacienda (two editions 

El Hospital 

Ingenieria Internaci 
Construccion 


onal 


Ingenieria Internacional 


Industria 
McGraw-Hill Digest 
Interamericano 
International 


Petroleo 
Pharmacy 


Aerea 
2mericana 
Rotaria 


Revista 
Latino 
Revista 


Spanish Oral Hygiene 
45/16x7 3 


Textiles Panamericanos 


Total 


SIncludes a issue 
tudes classified advertis 
ude advertising 
cti 
7 10 units, s 
Estimated 
Tw issues 
Three 
‘Four 
Fivw 
Former 


special 


n 
id as pages 


issues 
issues 

issues 

Construction Methods 

Paper Industry & Paper World 
Railway Mechanical Engineer 
rtising for MACHINERY 
4.419 pages. The 


I 
Former 


v48 
reetly et? 6 
shor 8 


ly 
rmerly 
‘ 

1 


advertising totals for PIT 
reported as 1644 pages for 
“tes for 1949 Correct totals 
82 pages for 1949, 1,644 pages 


mplete year 
ARRY were 
82 p 


PAPER MILI 
19'8 advertis 
correct figures 


r 


stn ted 


t be qu 


rmission 


McGraw-Hill Names DeGraff 
Ervin F 
tant director of advertising and as- 
sistant vice-president, McGraw-Hill Pub- 
« Co.. New York. He 

1 with the MeGraw-Hill organiza 

194] 


DeGraff has been appointed 


Rss 
has been as 


1948 has been 
manager of Atlantic dis 
sales He will be 
by Albert W. Brownell II 

McGraw-Hill in 1947 as sales represen 
of Electrical Merch 


tion since and since 


msociate the 


trict staff succeeded 


who joined 


tative n lisinge 


Hall to Edit ‘Design News’ 
Hall, 


has been named editor 


Stuart P former 
editor 


Vews 
Co 


managing 
f Design 
published by Rogers Publishing 
Detroit 
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Goop photographer plans for quality from the beginning through the 
firushed job. He takes infinite pains with every detail down to the last 
stray hair in a model's coiffure. Surely it is not too much to expect the 


printer and advertiser to use genuine full-bodied coated paper, like Cantine’s, which 


assures the highest possible fidelity in letterpress or offset reproductio 


LETTERPRESS: + 


P 


Coated Sry pro ff = LITHO: 


MERCHANTS MA SPRCIALISTS 











INCREASE YOUR SALES-AUDIENCE WITH HEINN EASEL BINDERS 


" 





isconsin 


The HEINN Company * 326 W. Florida Street - Milwaukee 4, W 





Packaging for IH 


Continued from Page 39) 


company has 115 distributors selling 
IH power machinery. 

One fear expressed by dealers was 
that customers—particularly small 
farmers—might be antagonized by the 
attractively modern building as some 
thing they were helping to pay for in 
the price of the product. So far no 
dealer has encountered this difficulty 
Dealers report that the prototype is 
more efficient and has resulted in 
better work by sales and service staffs. 

The iv portance of the sale of parts 
for IH industrial and agricultural 
equipment is demonstrated by the fact 
that about 20 or 25° of the average 


dealer's sales is in replacement parts 


Products Suffered 


Before the program started, the 
packaging of these replacement parts 
and of a host of other small products 
such as binder twine, nuts and bolts 
for industry as well as farms suf 
fered several disadvantages. Much of 
the packing was by hand. Certain 
identification data was put on the 
carton in different plants by such 
varied methods as rubber stamp, 
gummed tape or even crayon markings 

ill of which left an untidy, unprofes 
sional appearance and frequently re 
sulted in errors from lack of clarity. 
In some plants, all identification was 
printed on cartons in advance, a pra 
tice which sometimes resulted in stocks 
if obsolete cartons as products were 


restyled and data changed 


Flexible Design 


Ilo overcome these disadvantages, 

i flexible, key design was created for 
ill IH containers The company's 
traditional red was combined with 
1 colors and shades that would 

ke ination of one carton over 

dav. The flexibility of 

which the new 

permitte d 


broad variety of 


nt and product by prod 


ny egan eliminating 
np and crayor 

ng of piece part 
ntainers Lon 
raphed only as 
eliminate st cks 
Hand tucking 


more than the 


company realized, now gradually is 
being replaced, largely by machine 
sealing. These two changes alone are 
resulting in neater, more economical 
packaging. 

On some products such as nuts, 
bolts and binder twine, burlap bags 
have been replaced by paper bag con- 
tainers to achieve better colors and 
design. 

Although Milwaukee is the only 
plant using the fiber can, it may be 
expanded ultimately to other plants 
for packaging bearings and other 
motor truck parts. 

IH dealers sell some products, such 
as spark plugs and batteries, made by 
other manufacturers. Under the new 
packaging program, these manufac- 
turers have agreed to allow their prod 
ucts to be sold in IH containers, as 
long as they may insert within the 
package any further information or 
instructions they wish to—along with 
their company or brand name. 

To date, rising costs have prevented 
the company from making as much 
progress as hoped for in the packag 
ing of products not previously pack 
aged. Big improvements so far have 
been in revamping existing packaging 
for easiet handling and more sales 
help 

The company believes that the 
chief attainments of the improved con 
tainers are: 

1. More sales help through packag 
ing that makes itself seen, identifies 
the company and product and gives a 
good impression of both 

2. Better product protection 

3. Clearer identification of quantity 
und type of piece parts enclosed in 


the pac kage. 


Weyeneth Joins McGraw-Hill 
to Conduct Marketing Study 


E. E. Weveneth, advertising manager, 
LeTourneau, Inc Peoria, IIL, 
acturer of construction equipment, 
joined the staff of Engineering 
ews-Record and Construction Methods 
Equipment, publications of McGraw 
] Publishing Co.. New York, to under 
tudy of marketing problems in 

ld 
us been associ 
the past 10 


ss Equip 


Enright & Associates Moves 
Frank T. Fre ght & Associates pub 
lishers’ representative, has moved to 


16718 Kenyon R Shaker Heights, O 
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Successful Salesmanagers 


STUDY THE PREFERENCES OF THEIR CUSTOMERS 


and when it comes to selecting and approving publications for their advertising, they naturally put first 


those publications preferred by their customers. 


If you sell the chemical process industries it’s almost a certainty you'll want to use CHEMICAL 


ENGINEERING — especially if you ask YOUR customers and prospects what they read and prefer. 





Here are the findings of 19 studies 
Chemical 


made by independent advertisers over auieates 


their own customer-prospect lists. 
first choice) 149 
ai — first choice vee 

Such consistent “first rating” means 

cn COs » - 6 oe first choice 46 

that CHEMICAL ENGINEERING is second choice 192 
likely to be the first choice of your first choice 208 
: first choice . 64 
customer- prospects, Tops with the real ee choles 38 
(first choice .. 110 

first choice) ..... 35 
first choice ; 100 
his unequalled readership is the first choice $s: ae 
—(first choice ‘a 63 

first choice 100 

first choice ... 283 97 
ENGINEERING than in any other -(first choice) ..... 65 3 
-(first choice o« 88 19 
-(first choice 432 54 98 
industry. —(first choice 49 12 
third choice 84 62 14 109 137 


TOTALS ....2341 149 368 569 179 1822 239 327 


buy ing power! 


reason why more manufacturers place 


more pages of advertising in CHEMICAL 


magazine reaching the chemical process 


Remember that more subscribers pay 


to read CHEMICAL ENGINEERING 


Conducted by a Chemicals Manufacturer 
Conducted by an Instrument Manufacturer 


than any other magazine in the chem- 


ical processing field. 


The Influence of CHEMICAL ENGI- 
NEERING reaches into the original 
design and specifications of new projects 
and plant construction — and follows 
through every step into production and 
operation — wherever chemical engineer- 
in fact wherever you 


ing 18 important 


find chemical engineers 





“OC hemidl 


iS : . 
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On CO UA WH — 


Conducted by a Materials Handling Manufacturer 
Conducted by a Measurement & Control Manufacturer. 
Conducted by a Temperature Instrument Manufacturer. 
Conducted by an Air Conditioning Manufacturer 
Conducted by an Industrial Equipment Manufacturer. 
Conducted by an Electrical Equipment Manufacturer. 
Conducted by a Steel Manufacturer 

Conducted by a Regulator & Control Manufacturer. 
Conducted by an Industrial Equipment Manufacturer. 
Conducted by a Filter Manufacturer 

Conducted by an Instrument Manufacturer. 

Conducted by a Plastics Manufacturer 

Conducted by a Mining Publication 

Conducted by a Control Instrument Manufacturer. 
Conducted by a Power Transmission Manufacturer. 
Conducted by a Process Equipment Manufacturer. 
Conducted by an Advertising Agency 
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Our Readers 
Are Buying 


Production Machinery 
Wood Finishes 
Sprey Guns 


Gives and Give-Room Equip- 
ment 


Portable Sanders, Rovters, 
Drills, Sews and Tools 


Abrasives and Sanding Equip- 
ment 


Carbide Saws, Cutters & Knives 


Cutting Tool Grinders and 
Sharpeners 


Dimension Stock, Plywood & 
Lumber 


@ Wood Screws and Fasteners 


Conveyors and Handling 
Equipment 


Write for Maertet 
And Media Dote 


Woodworkers 
Reporter 


COSGROVE PUBLISHING CO. 
GRAND RAPIDS 2, MICH. 








FOR 50 YEARS the lead- 
ing daily newspaper of 
the steel and metal in- 
dustries. An effective, 
low-cost medium for 
sellers of metal prod- 
ucts and equipment. 
“= Ey 


AMERICAN 
METAL © 
MARKET “Sls” 


18 Clift Street © New York 7, N.Y 


Textileather Sales 


(Continued from Page 50) 


set, annual, over-all sales quota. 

In breaking down our sales quota 
figures by territory and by industrial 
end use, we develop an ‘teresting 
and what has been a very satisfactory 
sales diversification program—diver- 
sification geographically and by in 
dustry 

If, for example, the shoe industry 
is in a depressed condition during 
the year, and that fact is made clear 
to us by study and market analysis, 
we concentrate on developing addi- 
tional sales volume from other indus 
tries not depressed at that particular 
time, and to offset any sales volume 
from the shoe industry on which we 
were dependent to arrive at our over 
all yearly sales total. 

This may sound complicated. Ac 
tually it is not. This program has been 
developing over a period of years to 
a degree that gives us surprising re 
sults in developing sales volume and 
profit. | might add that since 1938 
our plant workmen have been prac 
tically assured a minimum of 48 weeks 
work per year 

We maintain in our home offices 
in Toledo a detailed statistical di 
vision, which continually checks all 
sales quota figures—territory, indus 
try and individual customer. 

When we note a marked variation 
from the standard established in a ter 
ritory, in an industry, or for a specific 
customer, we have the necessary me 
chanics to investigate and find out 
what is happening before the situation 
hecomes chronic 

Our statistical procedure provides 
for the checking of each budget at 
least once every three months against 
performance standards. We do not re 
quire that our sales force supply de 
tailed reports on every sales call, but 
only those requiring detailed discus 
s1or And we do require that once 
every week we receive from each of 
our sales offices a list of accounts per 
onally contacted in that week 

These calls are noted on an in 

vidual customer call card so that we 
know how many times a month or how 

ny times a year a specific customer 
ceives personal contacts 

This weekly summary of calls is 
ilso tabulated against the sales office 
so that we know how many personal 


calls per day, per week, or per month 


each sales office makes. That gives us 
a check on coverage of territory. 
Sales volume without profit can- 
not be justified. In our statistical de- 
partment, therefore, and with the co- 
operation of our comptroller’s office, 
which develops the necessary me- 
chanics to that end, we know: 


l. The cost per dollar of sales in 
each territory. 

2. The profit per dollar of sales in 
each territory. 

3. The profit per dollar of sales for 
each customer. 


At any time, then, by checking our 
record files we can determine the 
over-all cost per dollar of sales, the 
over-all profit per dollar of sales, and 
trace back these cost and profit fig- 
ures down to the individual sales of- 
fice and the individual customer. 
Those sales offices that are not op- 
erating economically and profitably, 
those customers whose sales volume 
is not profitable, can quickly be de- 
termined and corrective measures 
taken. 


Standard Evaluation 


The sales operating committee 
meets weekly to discuss general and 
specific problems. If we find that a 
particular district sales office is doing 
an unsatisfactory job on one count or 
another, that fact is signalled to the 
sales operating committee and an in- 
tensive study is made. 

An evaluation of the district office 
is prepared on a standard evaluation 
form. That office is rated on the basis 
of a number of different points. Profit 
is one. Sales volume is another. Cover- 
age of territory is a third. General ad 
ministrative efficiency is a fourth. 
( Because of the nature of our product 
line a certain amount of sales adminis- 
trative work must be efficiently 
handled by the district sales man 
ager.) 

After this evaluation has been pre 
pared, the district manager is invited 
in, presented with a copy of the evalua 
tion and asked to discuss this evalua 
tion with the sales operating commit 
tee. constructively. sy mp ithetically. 
We have found this method very ef.- 
fective 

If. again, we find a particular ac- 
count or a particular industrial gronp 
in a specific territory, consistently 
falling below our expectations, our 
district manager is requested on his 


next trip to Toledo to be prepared 
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BALANCED COVERAGE 


1s the reason mill men swear by Ti. 


The recently published Editorial Index shows that 
T.1. readers last year received 796 articles, in 15 clas- 
sifications, on mill management and production. 
This is the equivalent of almost ten up-to-date 
reference books on textile manufacturing. 

The balance and diversity of this helpful editorial 
program has made Textile Industries first in circu- 
lation among textile mill men. And first in reader 
preference, too. 


The remarkable acceptance enjoyed by T. I. 
among all branches of the nation-wide textile 
manufacturing industry grows naturally 
from its practical editorial service to the men 
in the mills. T. IL. gives its readers the kind of 
special help they cannot easily find elsewhere. 

Results? Today T. I. has the largest textile 
mill circulation in the United States. For ad- 
vertisers, this is business-getting circulation. 
86‘. of the total net paid goes to production 
and management men in the mills. 

How these men feel about T. I. was ex- 
pressed in a recent reader preference survey 
(Write for it if you’d like a copy.) Textile 
Industries ranked first with a total almost 
equal to the next three publications combined. 

Moreover, Textile Industries gives adver- 
tisers a better balanced circulation. Reader- 
ship parallels national textile manufacturing 
activity by geographic sections. So not only 
does T. I. go directly to the men who do the 
buying — it goes where the buying is being 
done. 

For your advertising in 1950, place first on 
your list — the publication which is first with 


the men you want to sell 


Textile Industries 


® 806 Peachtree St., N. E., Atlante 5, Ga. 
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© PILLSBURY 
® GENERAL MILLS 
® STANDARD BRANDS 


peduentise ta 





N Raber: SO igest 


The Production Publication of the 
Boking Industry 


The Digest reaches 80% of the 
purchasing power of the indus- 
try at @ cost of $120 per page 











VRaker Sraest 


CHICAGO 6—)47 W. JACKSON BLYD 


Ew YORK 17—S01 FIFTH AVE. (RM. 604) 


Yes and 


KNOW! 


Woon PRODUCTS i 
liked! 


und other woodworking plants ’ 





read ‘and 


by the top men in the furniture 


of ite hand picked circulation reache 
manager and production 
head. whe can sav YES" That ciren 
PERCOLATES down to 
with the KNOW 
od SELL such 
“# LOW COosT' 


lation then 


loremen and other 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


ered | 


11/\ foo 


PRODUCTS) 
we * @ 8 ~~ 


431 S$. DEARBORN, CHICAGO 5 
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to discuss problems that he finds in 
selling that 


and we try 


account or that industry 
to work out answers to 
those problems 

The majority of our district sales 
managers operate on a salary and bo 
nus arrangement, renewed annually 
but only after previous discussions 
with the sales operating committee 

Each district manager is required 
to spend from two to five days at the 


home 


is essential for a discussion of prob 


office once every six weeks. This 
lems and to help that man maintain 
i close intimate contact with our op 
eration, our planning, our thinking at 


‘ ffi e 


This systern of 


the home 
sales supervision 
and control has kept our over-all sales 
costs relatively low—as they must be 


ompetitive economy 


Problems 


Continued from Page 24) 


we believe that small space such as 
quarter or eighth page space alter 
nated with full page is better 
thar all 


n ce pe nds 


space 
fractional space. But this 
on product and loca 

your ads with relation to read 
jatter, et 

have known cases in which a 
island position will be seen 
about as well as a full 


half-pag 
und will pull 


With further reference to fractional 
yntinuity standpoint 
to make tests by 


tests may 


irom a cé¢ 
ould urge you 
for inquiries. Your 
onclusive but they will give 

in indication of 
gnition values that should help in 


comparative 


up your = hedule 
lo not believe there is any dif 
the continuity required be 
ness papers and consumer 
“~ometimes companies do 
ount of spot consumer 
ertisir ind merchandise 
dealers but do 
tinuity designed to 
est results with con 
this is a questior 

practice 
Much has beer 
: publications regarding 
ducing the 


written recently in 
vdve rtrsir 
cost of art 
The greatest em 
n to the fact that 
rood through re 

cutting produc 


advertisements are 


to be repeated, they must be well pre 
pared trom every viewpoint and worth 
epealing. 

In the case of a limited appropria 
tion, many advertisers are using pho 
tographs with very good results as 
compared with artwork. 

It is true that most everyone relates 
the cost of space to the cost of ad 
preparation. But we do not 
that this should be a consideration 
Certainly the space only represents an 
opportunity. What you n ake of oppor 
tunity depends entirely on how you 


believe 


use the space. 

There 
vertisement out-pulling another 10 to 
100 times. 
able effort should be made to prepare 
the best possible advertisements. Then 


are many records of one ad 


So naturally every reason 


if necessary. repeat to reduce your 


annual cost for production. 
Industrial Advertising for 
Denmark Marketing Man 
Is your series on “Effective In 
dustrial Advertising” still avail 
able? From a clipping entitled 
‘The Dartnell Corporation” (ITM, 
Mar., 1939), I 
great pleasure in reading vour in 
itial article: “Product and Market 
Analysis Plans.” but this 
ing my only available, unfortunate 
ly I have ne 
ting the rest of the 


have had a very 


clip be 


possibilities for get 
series, whicl 
would hav ww keenest imterest 
inless you would help me 


No doubt 


this pleasant feelir 


you vourself have felt 
rz of something 
interesting to happen in your own 
asionally you hap 


across a book or 


youth when oc: 
pened to come 
1 pampl let dealing with a problem 
of yours. That’s the reason for my 
taking the liberty to bother you 
now Will you 
for this 

Pl is¢ 


lisher s name, of 


ple is excuse me 
reason 

inform me of the pub 
better ask the 
firm to quote me for your book 

your dollars are dear to us here in 
Denmark—-Marxetinc Executive 
Manufacturing & Distribution C 

Denmark 

We are particul rly 
industrial marketing 
is still of interest. However. the 


ls used back 10 or more 


igo have been greatly npro 


pleased that 
our old series or 
metho vears 
since then 
So while we will hunt for a 

copy we urge vou to subscribe 
INpusTRIAL MARKETING magazine 
which continually covers every phase 


of this subject. In 


sending you three 


add thon we are ala 
back copies that 


mav be of particular interest 
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"EACH MONTH HOSPITAL MANAGEMENT IS 
READ BY ELEVEN PEOPLE HERE™ 


— 
| 


? FASS AVANT memoe, 
Says 
R. D. VANDERWARKER 


Director 


PASSAVANT MEMORIAL HOSPITAL * te carefully 
we hove two 
Chicago sory aocistant sangcerené,'6 tt Rlctaas 
ne hoept te! 
tows te rmstat to thane se 
wee the sorcennal Siren” 
mt the chia? dietitian 


~~ * 


rem the (eperteent 
* pereenent reference 


« A $2,900,000 establishment. 
235 beds and 37 bassinets. 


This Multiple Readership Means Effective 
Multi-Level Selling in Hospitals 


A hospital is a world apart from the rest of the 
community — and a world to itself. It must buy 
virtually everything needed for food and shelter 
for patients and staff, in addition to thousands 
of drug, pharmaceutical, and special equipment 
items . . . $500,000 to $75C,000 worth a year in a 
hospital like the one above. 


The result is that you have to do multi-level 
selling to reach the various specialists involved 

. you have to do pin-point selling of certain 
department heads if you are looking for orders, 
because they are the people most likely to initiate 
purchases. 


Indeed, it’s wise to remember (in almost any 
field today) that the front office doesn’t usually 

want” a product — that the purchasing agent is 
not apt to place an order (especially for a new 
product) unless he gets a suggestion or a requisi- 
tion from the department head concerned. 


That is why, then, the multiple readership of 
HOSPITAL MANAGEMENT among depert- 
ment heads is so important to advertisers, why 
the editorial departmentalization of HOSPITAI 
MANAGEMENT is so valuable. It explains why 
the unique selling power of HOSPITAL MAN. 
AGEMENT makes it a “must” on the schedules 
of those who know this market best. 


Stospllidl 
Mana fetus 


100 E. OHIO STREET « CHICAGO I1 


Largest net paid ABC hospital circulation 
& Send for your copy of the latest reader Penetration Ci) 


study: st is mteresting and valuable 
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is your problem 


, Meent. 


your product 


phone EAstGaTe 7-0100 or write 


GENERAL EXHIBITS 
AND DISPLAYS, INC. 


2100 NORTH RACINE AVE. 
CHICAGO 14, ILLINOTUS 


DESIGNERS AND BUILDERS NATION-WIDE INSTALLATION 6ERVICE 








Built Up impulses Create a Terrific Impact! 





ind the full force of the impact created 

by a consistent advertising schedule in the 
IRON AND STEEL ENGINEER will 
release the buying impulses built up in the 
minds of key officials of the billion dollar annual 
steel mill market in favor of your products, 
supplies or services. Write today for your copy 
of our new N.1.A.A. Sales Presentation Outline 
IRON AND STEEL ENGINEER, 1010 Empire 


LD] 


Bldg., Pittsburgh 22, Pennsylvania 








Employe-Public Relations 


(Continued from Page 68) 


the book lists to include more books 
in the social sciences, literature, and 
also high school texts. Moreover, re- 
search institutions overseas will now 
be given the opportunity of request 
ing specific titles to fit their needs. 

One large book order has recently 
been received by Care from the Stand- 
ard Oil Co. of New Jersey to cover 
the purchase of text books on engi- 
neering, geology and petroleum. Not 
only does this company recognize the 
importance of disseminating the best 
information in its own field of science, 
but it recognizes also that these books 
distributed in the company’s name are 
a tremendous good will builder not 
only for Standard Oil but for the 
United States. 

Another example of conspicuously 
good public relations may be found 
in Wilmington, Del., where the book 
committee met last month to discuss 
specific plans for a community cam- 
paign to send books from the “chemi- 
cal capital of the world” to other ma- 
jor chemical cities in the war-devas- 
tated areas. 


The New Twist 


The Christmas issues of employe 
publications, along with other festive 
trappings of the season, have long 
since been tossed out. But the season 
left in its wake a few lessons in in 
dustrial journalism: some of these 
could well be heeded. One is that the 
syndicated handout on Christmas and 
other holiday's hasn't a fraction of the 
punch of a story localized to the in 
terests of the reader. The best Christ 
mas material was that which brought 
im employes pu torially and used them 
as devices to make the greeting local. 

One instance of a deft twist: The 
“News” of Public Service Co. of 
Northern Illinois, 72 W. Adams St.. 
Chicago, told a Christmas story in 
terms of the Gerlach-Barklow Co.. 
well-known greeting card and calen- 
dar manufacturers of Joliet. Ill The 
varn had a Christmas angle. of course, 
und the story was readable and in- 
formative. C. Del Pendergrast edits. 


National Tool Names Agency 

National Tool Co., Cleveland, manu 
facturer of cutting tools, has named 
Carr Liggett Advertising, Inc. to 
handle advertising 
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SEND FOR THESE HELPFUL SELLING 





201—How Much 


advertising. 
most valuable and usable piece of infor- 
mation. Get it. 
CIRCLE 201 ON READERS’ SERVICE CARD 


202—How and Where To Use 
Photo Enlargements 

If a picture has “sell” in it, why keep 
it small? Rapid Copy Service, Inc. Chi- 
cago, offers a 24-page, three-color book- 
let that shows dozens of uses for photo 
enlargements. A special section shows how 
the enlargements are produced. 
CIRCLE 202 ON READERS’ SERVICE CARD 


203—How To Measure The 








Here's detailed market inf 


ormation 
covering the baking industry. It’s the 18th 


Readers’ Service Dept., INDUSTRIAL MARKETING 
Please send me the following research and media data: 

204 205 206 207 208 
212 213 


(Pteose print or type imtor mation 


201 202 203 
209 «210 = «211 


CIRCLE 208 ON READERS’ SERVICE CARD 


209—-A Guide For Buyers 
Of Outdoor Signs 


This booklet contains reprints of three 
articles by Paul R. Fritch, recognized av- 


Catty a2 Oe aes aa eae 
offered by the Porcelain Inststute, 


Washington, D. C 


214 215 216 
betew! 


Note Inquiries for items listed net serviced beyond May 15, 1950 








BUSINESS REPLY CARD 


First Closs Permit No, 95, Sec. $10, F. L. & &., Crlcage, I. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
100 East Ohio Street 


Chicago 11, Ill. 
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SEND FOR THESE MARKETING AIDS 
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BUSINESS REPLY CARD 


Fire Class Permit Mo. 9%, Sec. 510, PL. & R., Chicage, i. 
Readers’ Service Dept. 


INDUSTRIAL MARKETING 


100 East Ohio Street 
Chicago 11, Ill. 











Readers’ Service Dept., INDUSTRIAL MARKETING 5002 
Please send me the following research and media data: 
201 202 203 204 +205 206 207 208 
209 #210 +211 «#3212 213 214 2158 216 


(Please print or type intormation below! 
Mote Inquiries for items listed not serviced beyond May 15, 1950 
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“mA USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 


These handy retum cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - packed 
advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 





The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number of 
Industrial Marketing went to press: 


Automotive Industries & Motor Age 
dutomotive Industries will now sell 
space in units of six to 11 full pages 
within one year, at a per 
f $182 Space will be sold in 
a rate 


as ordered 
page rate o 
Motor fee 
of $450 per page. 


on the same basis at 


Canadian Packaging 
New rates, now effective 

Times Page 2/3 Page 
l $150 $115 
6 135 105 

12 115 90 


Construction News Monthly 
New rates, 
Times Page 2 
] $140 $96 

6 116 81 
12 100 71 
An half page, 


now effective 


_Dp 
, Page 


island 10 


Fleet Owner 
Fleet Owner will 
units of 1 


now sell space 
6 pages 
] ti 


$60 


12 ti 
$50 


ott 
$55 
$55 


1/6 Page 
Color 
extra 


standard red per page 


Gillette's Catalog File 
For Latin America 

Robert W. Moster has been appointed 
Cleveland representative of Gillette's 
Catalog File for Latin America, pub 
lished by Gillette Publishing Co., Chi 
He formerly manager and 
executive of T. R. Sammons 
Advertising, Mansfield, O 


cago was 


account 
Outdoor 


Heating & Ventilating 
New rates, eltective 
Times Page 4 Page 14 Page 
l $280 $140 $70 
6 220 125 


12 180 110 


now 


65 


Oil Reporter 
New rates, 
Ist cover 
2nd cover 
ird cover 


now ellective 
.$250 
200 
200 
ith cover 200 
Quantity discounts do 
Price includes bleed and red 
color $50 extra 


not apply. 
Any other 


Paper Trade Journal 

Paper Trade Journal will 
space in units of island half pages. 
1 ti. 13 ti 52 ti. 
$115 $86.25 $69 


now sell 


lo Page 
(island ) 
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Paid Circulation 4(u 


Certified 
Controlled 
Readership 


For 1950 


i 
PROVIDES 
HERES HOW CONTROLLED 


READERSHIP CERTIFICATION WORKS: 


A curculation method buidt and maim 
tained by the very men who sell 
equipment and appliances to the gas 
wndustry—insures thot 


1. 6 months etter o Controlled reader 
is edded, ond every 12 months 
thereoftter, he is asked the following 
Questions 


A. Are you finding GAS useful? 
Yes No 


L.ewery controlied reader hes been 
coretully weighed Duying euthor- 


B Do you wish to continue receiving 
Gas? ity—+y personel coll 


Yes Ne 
2. cireutetion is free of deadwood 
coused by industrie! turnover Eoch 
controled subscriber remains on the 
list—-NOT for o fined period of three 


Non Readers ore Eliminated 


2. if the onswer to either of the above 
questions is “No.” thet reeder is 
promptly dropped from the circule- 
tren 


yeors, two yeors, or even one yeor— 

but only so long as it represents volve 

te the edvertiser. The moment bey- 
ing power ceeses, the subscription is 

Personal Follow-Up of Readers Who removed. 

Do Not Reply Every controled subscription is con- 

tiermed regularly by letter ot 6 end 


3 Those not replying to the question- 12 month intervots 


naire ore contacted by @ loce!l indus- 
trial selesmon (a member of one of 
the 40 manutocturing firms who sup- 
ply us with their confidential fists! 
if the reeder who didn’t reply is 


This guarantees to the advertiser 
100% lie circulation curculetion 
free of unread copies—aond free of 
deadwood in the shape of copies go 
s ae taeaiion ot GAS, his nome ing to those who hove left the field 
is retoined. If he is @ non-reeder, he 

ts dropped from the GAS circulation. 


me, 
ogee ee — 
CE5 es 


Total Circulation More Than 7,000 Monthly 


Paid Circulation ... Every paid subscriber to Gos poys 
the full subscription price. In December 1945% GAS showed an 
average total net paid of 2698. In December 1949 paid subscribers 
totalled 2991 *ABC Publisher's Statement 


Controlled Circulation . . . 
who hove been selling the gos industry for years, 
frequent intervals with their confidential lists of executives they 
Executives not already 


Forty leading manvfacturers 
provide us ot 


contact and on whom their salesmen coll 
included in our paid or controlled lists ore added to receive GAS 
Every name on the GAS directed list was supplied 
Every name is a man of importance 


each month 
by these forty manufacturers. 
in the selection of products for his company. 


More Gas Industry Circulation 
Than The Next Two Publications Combined 


For moximum coverage of the industry 
thet will spend $3'2 billion for construc- 
tron and of facili during the 
period of 1948-1952... . schedule GAS 





A JENKINS PUBLICATION 
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of Industrial Sales and Advertising 
Industry Expenditures to Drop 13% in 1950 


$6.3 a - be Spent, THE OUTLOOK — peetest taser IM Annuol Business Paper 
for 3%/, Rise in Capacity, FOR SALES oS Sa Competition to End May | 
McGraw-Hill Study Shows InpustRiAL Marxertinc’s 12th annual 


Chemicol 
— Editorial Achievement Competition for 


New Yorx—Industry will invest | Autes " ll close M l 
less in 1950 than in 1949, while sales Petroleum Refining _— se tay — ie : . ta oA ' 
| ore than oV plaques and ce “ates 


volume remains about leve " 
by McGraw-Hill Publish ng to 


Planned expenditures for new f 


Teatiles 
will be awarded to publications with the 
Food 
% best articles, best series of articles, best 
Electrical Machinery 
ties totaled $6.3 bill ’ issues and other attainments in each of 
: Naa WO BUNOR, Bringing All Menufocturing , 
nolanned increase of in man otus three business paper fields: industrial, 

ae . ; o MANUS Machinery ; fe ; 
ing capacity merchandising and professional. 
& cay Steel 
Results of the annual rve The competition is aimed at stimulat 

: oe - Other Monutecturing 

terpreted by MeGraw-Hill as indicating - - ing 
3-2 1 @&I 2 service. Awards will be prese nted at the 


National Industrial Advertisers Asso- 
ciation’s annual conference June 29 to 
iring the year. However, two out of July 1 at Los Angeles. For additional 


and recognizing excellent editorial 


that littl progress will be made tl 
year in meeting the growing need for 
ew plants and equipment 

An exception in the leveling sales pix 
seme wean the chansions indestes. which three companies review their investment information, see pages 74-7 
expected & 4% increase in sales. Petre programs monthly, and most of the 
thers do so at least quarterly ; 
panies expected a smaller increase and Planned capital expenditures for 1950 87 Business Papers Pledge 

by mdustries ° 

ieee industries enpocted aates to Be te oil e145. 000.000. a decline of 14, 083 Pages for Ad Council 
“pe from 1949: chemicals, $1,040,000,000, a New Yorx— Pledges to run 683 


lecline; petroleum refining, $580,- pages of public service advertisements 


leum, food, textile and automobile com 


Th 
Continuing : rs shift f 
away from expansion, manut 


= 000,000, down | ; machinery, $400, prepared by the business paper ad 


000.000. down 13 electrical machin visory committee of the Advertising 
ery. $135,000,000, down 32 ; automo Council have been made by 87 business 
biles, $550,000,000, up 31%; textiles, papers 


for each purpose 
ill manufacturing $60,000,000, down 12° ; transportation Committee Chairman Nelson Bond, 
equipment, $95,000,000, down 34%; vice-president und director of advertis 
ent programs food, $585,000,000, down 3 other ing, MeGraw-Hill Publishing Co., said 

ld decline ’ Continued on Page 139) that the contributed ads will cover the 


council's campaigns on these subjects 


iid they would not 


the American Economic System, United 
America, Fight Tuberculosis and Stop 
Accidents. The advertisements will be 





for three types of business papers: in 
dustrial, merchandising, and advertis 
ing-marketing 

The business press, Mr. Bond said, 


has joined other major advertising 


- 
= 


- 
= 
ws 


mee n setting up a “pool” of regu 
1 support of the program 


siness papers had co 


HOW MAJOR INDUSTRIES citadel the coeael 
PLAN 1950 EXPENDITURES ne en 


cts such as 


* 
| 


drive i vear 


time they have 


| $ 
| 


3 


I full-fledged year-around 
ea 049 Expenditures I t behalf of the council 

-—— - 

1950 Planned expenditures cant emphasize too muse h, Mr 
how this cooperation ol 


will improve industri 


. 
a) 


mtry as well as 








Continued in Page 138 
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240 ADVERTISERS 
CAN’T BE WRONG! 


----CONSTRUCTIONEER WILL 
CARRY ALMOST 1500 PAGES OF 
ADVERTISING FOR 240 DEALERS 
AND MANUFACTURERS IN 1950 — 
HERE ARE A FEW OF THE REASONS: 


CONSTRUCTIONEER covers the five states, plus the District of 
Columbia, where over one-quarter of all the nation's construc- 
tion activity takes place. (Projects totalling over 2’2 billion 
dollars are scheduled for 1950) 


CONSTRUCTIONEER reaches the live prospects for con- 
struction equipment! . . . Carefully maintained lists include the 
contractors, state, county, township, borough and municipal 
officials who want and need all types of equipment and have 


the funds to pay for them. 


CONSTRUCTIONEER has the editorial coverage that keeps up 
reader interest . . . Up-to-the minute news and features with the 
local touch — tells readers what they want to know about 
their own territory while it's still news! 


CONSTRUCTIONEER 


556 High St. Nework, N. J. 


"10,000 Readers in the Nation's Greatest Market" 
Member NBP and ACP. CCA Audited Circulation 


Constructioneer 


Engineering Work in New York, Pennsylvania, New Jersey, Maryland and Delaware 








pawns’ LvAniA 
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My THIS 1S 
WHEN 


Here is the basic reference for any executive who is 
planning an industrial advertising campaign — the 
MARKET DATA BOOK issue of Industrial Marketing. 
At your fingertips, it gives you these five important 
services: (1) Complete, detailed facts on eighty-four 
distinct trade and industrial markets. (2) Format. 
rates and circulations of all the business papers 
serving the U. S. and Canada. (3) Special media 
presentations prepared by leading business papers 
to assist you in evaluating them for your purposes. 


New 1950 INDUSTRIAL 


MEDIA DATA IN 1950 


Page Ne's. 


Abernethy Publ. Ca, ine ai 
Advertising Age 33 
Acronauticnl Engineering Catalog 7 
Agrorautions Engincoring Review 
American Artisan 50-5! 
American Automobile (Overseas 

Edition) 228-229 
American Aviation 80 
American Aviation Dolly 
American Aviation Publications, tae. 
American Aviation World Wide 

O ireetory 
American Bullder ' 
American Butter & Chesse Review 
Amerieen Carberater & fottier 
American Ceramic Society, The 
American Coramie Seeiety Bulletin 
American Chemical } peed News 140- 
Ameriean Chemical Societ 

Pediications 140. 
American City 12 
Amerions Eee “ ‘Poultry Review 
Amearicee Expert 
Americar Rapevter-badustriad 
Amerioan Institute of Electrical 

Engineers 
American Lewberwar & Building 

od leer 


Awertens Miller and Precesser 
Amerions Restaurant Magazine 
Ameriens Soelety of Civil Engineers 
Americas Water Works Association 
Analytical Chemistry 14 
Annual Meat Packers Gride 276 
Apolied Hydraulies 

Arehitectural Forum, The 
Architectural Reeerd 116 
Armed F 

Amociated Coestrustion Publications 
Automotive News 


Bedding 

Bramson Publishing Co 
Breskir Publishing Corp 
Brewers Digest. The 
Bulidieg Supply News 


Camines y Calles 


+ ae 
Capper’s Far 
Case. Shep pore ‘Were — Corp. 203, 


LOOK FOR THIS EMBLEM saw otraned Ete Febicntenn’ Omen oF 


é , REFERENCE DATA Chemical & Engineering News 140- 

in the advertisement of a business publico SE Chemical industria 

tion . . . it means thet the publication has filed, in /INOUSTRIAL MARKETING’S! pa aeewes ey a 
the INDUSTRIAL MARKET DATA BOOK Number Pisses Commercial Retrigeration & Air 
detailed facts regarding its editorial services, circu . en ~s 

lation, influence, market studies, ete. and this will Market Data 
be fowad adjacent to dota on the market served. 
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Predu 
Conover: Mast Pobitsstions 


S5!, Back Cover 
Boox NUMBER Coscover.Mast Purehasing Directory 33 





THE FIRST PLACE TO LOOK 
PLANNING ADVERTISING 


(4) Digests of additional special market data avail- 
able from publishers. (5) Lists of trade associations 

which further information and help can be 
secured as desired. 


If you already know your markets, and wish to re 
check media values, here you will find the facts. 
If you are seeking new markets, here you will find 
the data you need — the latest figures from the 
Census of Manufactures, and the newest informa- 


tion on trade channels from the Census of Business, 
plus interpretation of these figures in the light of 
latest reports from business publications and trade 
associations. 


All told, it has proved to be one of the most effi- 
cient working tools in industrial selling and adver 
tising, so use it yourselfi—and make sure it is 
available to everyone in your organization who has 
to work with facts and figures on markets and media. 


MARKET DATA BOOK 


EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Page Ne's 
industria y Seldadura ] 
industrial Distribution 
Constructioneser insert Between 
Const: vetion pews Monthly Industrial & Engineering 
Constructer, Th Ss Crem istry 140 
Contractors and “Eeqiveens Monthly Equipment News 

Heatin 


Censtruction Bulletin 
Construction Digest 
302-303 


reve Publishing . Third Cover 
Cotton Gin and O1f Mill Press, The 339 
39-42 
lacustrial Prese 381 
Industrial Publicati 
tedustrial Publishing Co 
industry & Power 
industry & Weiding 
lagenieria Internacional 
Censtruceion 
Internacional 


Dairy Industries Cataleg 
Castings 


° w 
116-017, 145 79, 319. 42 
Domestic Engineering 54-55 
Domestic Engineering Catalog 
Directory 54.55 
triand Printer, 
Autemevil Americano 228-229 + inetitute of the Aeronautical 
Exportader Americane 224 Belerces 
228-228 tvetitute of Radio Engineers. The 
231 Institutions Catates irectory 
Reterence 200-201 Institutions Magazine 
Corstruction & Instruments 
Mairterance 
Electrical Ergineering 
Electrical Publications, ine 
Electrical 
Electrical Weet 
Electrical Woertd 


Johnston 
Jourral 


Export Publishing Ce. 
of American Chemical 


Society 
Jourval of American Water Works 


Reeds and Street 
Reek Products 
Resting Year Book 


Mining Catategs 


Seheo! Exeoutive, The 
Serew Machine Engineeri 
Screw Machi ‘c 
Service Station 
Sewage Werks En 
Sine Publi.etions 
Simmons Boardman 


National Butter & Cheese 
Journal ad Cer 
100.101, 
Ce., Ine Siecum Publishing Ce. 
National Miller Publications Smith Publishing Ce., 
National Petreteum News jy Saips Magazine 
National Provisioner Seuthern Autemetive Jourral 
National a Seuthers Building Supplies 
New England Construction Seuthern Hardware 
New Engiand Equipment Digest Seuthere Lumber journal and 
Bullding Material 
ower 


Oceupational Hazards 
Official Airtine Guide 
ou 

Olsen Publishing Co 


J 
Organic Finishing Guidebook 
‘ectory 


Electricity on the Farm Magazine 
Electric Light & Power 
Engineering & Miring Journal 

ineert Between 160 
Exportader Americane 


Factory Management & Maintenance 
trsert Between 336.337 

Farm implement News 

Foershelt Co.. The 

Firish 

Finishing Publications Ine 


Delivery News 


Flew Directory, The 
Feed Itrdustries Seasons 
F ood ogg Th 


Fubtiestions Ine 

A 

& Of Hest Buyer's Guide 
Industry Directory 


Gillette Publishing Ceo 
Gat'dem 
Gussew Publications, tre. Don 


Haywood Publ. Ce 
Heating. Piping & Air 

LL toning 46-47 
He Publishers, tne 58-59 
eaptews Management 294-295, 357 
jee Cream Review 167 
implement & Traeter 241 
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Journal of Chemical Education 
Keeney Publishing Ce. 46-47, 
Kenrfietd-Davis Pubi 

King Puwbdlicetions 


50-5) 
47' 


Leather & Shoes 
Loyiess Publ. Ce 
Lynees Publishing Ce. 


Machine 
Machin 
Mactean-Hucter Publ. Corp. 

iz, | 


Machee's Blue Book 
Manufacturing Contectioner, The 
Manutacturing Contectiong Publi. Ce 

268 


Design 


he 
Marine Engineering & Shipping 
Review 
Mase Transportation 
Material & 
McGraw-Hill er 
, 259, 3635, 465 
McGraw-Hill Digest 728.229 
bp pe om ym tm Corp. 228-229 
te Publishing Co 8.9 
ee 


ine 
as Finishing Guidebook 
' 
Michigan Contracter & Bullde 
“Mid. West Contractor 
Agent, The 


calor 
Mik Plast Menthly 
wit & Factery 
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Petrofoum Processing 
Petroleum Publishers, 
Pharmacy (nternational 

Pi & warry 

Pit & Quarry Handbook 

Plant Engineering 

Plumbing and Heating Busines 
Poultry Supply Oeater 

Power 

Power Generation 

Pewers’ Reed ard Street Catalog 
Practical Bullder 

Proceedings of the 1.8.€ 


ment 
Progressive Architecture 
Purchasing 


Qualified Contractor 


Age 443, 
Engineering acd 
“43 


erance 
lway Mechanical Engineer 443. 
iway Purchases 


Signaling 
ir thes tadustry, The 
einheld Publ. Co 18, 140.14) 


Sweet's File, Preduct Designers 


Taxiead Industry, 
Teehnics! Publishing Ce. 


Paramericance ; 
323, 
Register of American 
‘acturers 
Trattie Werte 


281 
Transportation Sepply News 2nd Cover 


Ureer-Baerry Co. 4 
Utitization iss 


Vanee Publishing Co 113, 25, 46 


wae & Sewage Works 219 
Works neineering ww, 
Wetalee Engineer 
insert Between 476-477 
Western Bullda 217 
Westers ee News 
Western 
Westerns © wee 
Weed 


Woodworkers Reperter 
Wertd Construction 


Unies 


Publishing Carp 
noes 





Happy Returns! 


Our firgt insertion brought a gratifying 
response from manvfacturers in the United 
We also received inquiries from 
Switzeriand, Gritish Columbiec 

s o plus which we 


Bedding Magazine has sold more 

for wa than any other medium of odver 

tiking we hove wsed. ond we credit you 

mogatine with putting over the sale of 
for bedding monviacturer 


NAMES ON REQUEST 


Rewits ore whot wt. No wonder! BEC 


DING is the only book in the sleep equip 


ment field—o $33!,100,000 mortet 


You don't have to 
spend much in this 
ONE-BOOK morket 
to cover it. Ask for 
data and rates. 


* 
oo 


Merchandise Mart, Chicago 54 
SA LE OT SMT ETT 








> cll 
e 
yall four 


y and specify 


-_ 


/ 
« 


who bw 
City Engineers 
County Engrs. 
Water Supts. < 
Consulting Engrs. S) 


n the magotine with the 


fited engineering 


nm the field 


lergest 


circulation 


’ it wasnt even, 
here this morning 








CAPITALISM AND SAFETY are promoted by these two public 


SPONSOR'S NAME) 


service ads 


from the new, business paper campaign prepared by the Advertising Council. 


Business Papers Pledge 


Continue from Page 134) 

help the decision and policy makers of 
business in making decisions. In addi 
nid the 


the government in 


tion, it will general public and 
understanding the 
bu Ve pomt of view : 


sponded so tar 


publishers whe have re 
about 15 


which contributions 


represen 


of the total from 


were sought. The initial pledges were 
secured on the basis of a single mail 
ing A second 
made und Mr 


lence that more than 1,000 pages prob 
ably will be ibseribed 


nailing is now being 


Bond expressed confi 


Haynes Elected President 
of Management Council 


Yorx—Eldridge Haynes, pub 
Vl rn Industry, has been 
of the National Man 
cil succeeding H B 
of Methods Eng 

sburgh 
ed were Fred Rudge 
! Rudge Ine 
Allen H 


New 


sident 


0 ‘ presi 
ent f Fre 


lent ame 


as vice-presi 

Ottman, vice-presi 

the American Hard Rubber 

Prof. Erwin H. Schell 

tts Institute of Tech 
secretary 

nternational 

ontribution 

! he imter 

presented to Prof 

Ir.. of the Universi 

The Netherlands, at 

| dinner. The 

f Prof 


vdustrial rec 


award 
Limperg’s 
overy in 


Holland 


New Circulation Council 


Elects Dix Temporary Head 


New Arthur H 
presicent in charge of research, Con 
over-Mast Publications 
emporary chairman of the new 


1ess Publications ¢ 


York Dix, vice 
was elected 
Busi 
irculation Counci 
it its second meeting 


Members decided to elect a 


current year at 


perma 
nent chairman for 


the next meeting Feb l The council 
is composed largely of circulation man 
iwers who withdrew from the Associ 
ated Business Publi 
round table when their publications re 
ABP in the 
iree disagreement The 
meet on the first Wednesday of eact 
Hotel Bedford 


ot the 


itions circulation 


signed from paid-versu- 


council wil 


month at the 

Defining tl pur pose 
Mr. Dix said that it will discuss and 
seek to learn more 


council 


about direct mail 


circulation maintenance costs, circula 


rd keeping 


ing methods ind other 


tion re yublication mail 
matters com 
cure ul ition 


mon to ley irtments regard 


less of the circulation method used 


Says Distribution Costs 
to Drop as Foggy Ideas Go 


Screntil 
enabled Shell Oil Co. to move 
of oil, 
Texas to Boston cheaper than mailing a 
Stokes Tom 
told the 


Sales Con 


distribution has 
a gallon 


Boston 


weighing seven pounds trom 


post card the same distance 


lin, Shell distribution engineer 
lith anr ial New Fngl nad 
ference 

lo cut distribution costs, he said, busi 


ness must define clearly and learn more 


about distribution operations, the costs 


of which many companies have only “the 


foggiest ideas.” 
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Industry Expenditures 
(Continued from Page 134) 


manufacturing, $2,050,000,000, down 
20%; railroads, $735,000,000, down 
electric utilities, $2,180,000,000, 
down 2%; gas utilities, $870,000,000, 
down 7% ; other transportation and com- 
munications, $1,695,000,000, down 10° ; 
mining, $620,000,000, down 17%. Grand 
total for all industry, $12,400,000,000, 
down 13% compared with the total of 
$14,300,000,000 for 1949 
Emphasizing that U. S. prosperity al- 
ways has been based on an expanding 
economy, Vice-President Willard Cheva 
lier of McGraw-Hill said that if the 
decline in capital expenditures reported 
by the survey continues, it will disrupt 
production and employment. A_ third 
of the population is employed in increas- 
ng the facilities of productivity, he said 


Miles Succeeds Hartenfeld 
as IM Circulation Manager 
Frank W. Miles has been named ci 


culation manager of INpUSTRIAI 


MARKETING and The ANNUAL CATALOGUE is a daily reference source for Engineers, 


Advertising Age, Superintendents, Mill Managers and 
succet ding M yron 
A. Hartenfeld, who 
resigned to become 
advertising and alent of a sales call because it proves your selling points 
sales promotion 








Purchasing Agents who are in constant search of better 


ways and means of mill operation. It furnishes the equiv- 


with complete technical description. 
manager of Stand- 


hg The MONTHLY MAGAZINE th insist of mew thoushs ond 


Advertis- why eas in Technological, Engineering, 





oining 
ng Publications, ==" Management and eons because articles pertaining 
Inc., Mr. Miles was 


; Miles to these important subjects are to be found in every issue. 
nh the circulation 


lepartment of Eequive as aqunsy man Each monthly number is a SPECIAL ISSUE, designed for 


ager, and before that circulation man ALL classes of mill personnel. Thus, your advertising mes 


ager of Down Beat sage brightens the path of your product without being 


Crane Named General Sales crowded into oblivion. Your sales points are put over 


Manager by Simmons-Boardman visibly—and they reach all departments. 





Write ws for full 

New York—J. S. Crane, vice-presi market facts and 

. , a . Simmons S per Boge wy B FRIT? PUBLICATIONS, INC 
lent and secretary of Simmons-Board pepe oye F von c 


man Publishing Co., and eastern adver two mediums - *" 
ry 
sing manager of American Builder, has 3 EAS VAN BUREN STREET 








een named general sales manager of 





he company's five transportation papers 
He succeeds Wayne Hickey given a 
leave of absence because of illness Since the Market Data Book Number 
Charles A. Simonson. who has been a is placed in ao handy spot neor my 
sales representative on American Build desk, you will find thet over a period 
of time it is referred to quite often Y S 

astern advertising manager of that The best way to show my apprecia D \ S P L A 


wublication, and Robert A. Wilt. for tion would be to send you an old 


for several years, has been appointed 


nerly with the McGraw-Hill Publishing copy with all the thumb prints prov 


: nq how often the poges have been COMPLETE EXHIBIT AND 


has been named promotion manager 
papers tor whi Mr (rane will turned DISPLAY SERVICE 


| Originators of the “PACKAGE Displey 


vise advertising sales include . 
: Arno O. Witt 
{ze, Railway Engineering & 1105 NORTH FOURTH STREET 
Railway Mechanical & wi MILWAUKEE 3, WISCONSIN 
er, Railway Signaling NEW YORK + CHICAGO 
ox aad Diane Enel: ’ LOS ANGELES 


yng Revieu 
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Are You Interested 
in Indiana? 


Went to sell, shiz travel of buy im 
Indiana? Here's the 300-page book that 
Gives all the 


10.000 


tells who, where, how 


facts about 700 cities and towns 


business firms, with size, personne 


Lists banks, utilit natitutions, re ain 


and highway routes. freight terminals. « 


It's the most complete book of ite kind 


about thie or any other state. Everyone 


foang business in Indiana needs this book 
Every shipper and trucker should have a 


py. Bvery 


salesman st id carry it im 
wee. Book 
t Indian al 
This ie the 1950, 7th Ed n 


avend bax 


y ntains 100,000 


facts al ndexed for easy 
ff the press. T kkeeping 
heck for $10.00 with order. If not 


eapected, money cheerfully re 


INDIANA STATE 
CHAMBER OF COMMERCE 
TRADE 


POARD oF BUILDING 


INDIANAPOLIS, ENDIANA 


a 


You il win their 


easy-lo-answer 


REPLY-O LETTERS 


Busy men are never too busy to anewer 
REPLY-O LETTERS and you're do 
ing them and your sales curve a good 
turn when you do use Reply-O Letters 
The reply letter 

return no signature is necessary 


attention with 





is in the easy to 


Send now for samples and ex 
am pies of smcceties made more 


’ > al 
mice wi by Redly-O Letter 


Write ta the 
REPLY-O PRODUCTS CO 


Ww : ' EW YORK 








Improve Your Exhibit 


(Continued from Page 35) 


of all your booth representatives be- 
fore the show opens, with a talk by 
the man in charge, followed by a 
question-and-answer period. Demon- 
strate the forms that are available and 
how they are to be used. 

Specity location of surplus litera- 
ture, outline responsibility for vari- 


vus functions. Cover every detail. 
Provide general information about the 
show, such as rest room location, 
whereabouts of the restaurant, copies 
of the exposition directory, conven 
tion program, etc. 

9. Always use home office person 
nel in all but local or regional shows. 
If you don’t, what happens? A local 
salesmen may be speaking to a pros 
the 
district. But he will drop this custom- 
er like a hot potato to take care of the 
prospect he spots from his own dis 
trict 


10. If the advertising or sales pro 


pective customer outside local 


motion manager 1s in charge of the 
booth, be sure he has complete author 
ity over the salesmen, or arrange to 
have someone there who does have the 
wuthority. Otherwise, serious difficul 


hes may arise-—as in any group with 


out a leader 

11. Always have machine operators 
dressed in shop coats—and see to it 
that the shop coats are always clean 
Don’t 


business clothes. If you employ a por 


have a machine operator in 
ter for show hours, put him in a white 
Ti ket or 
12. Don’t permit wives or feminine 


non-booth 


im your 


other simple uniform 


personnel from your office 


} i“ ith 


from women who ob 


Visitors invari 

shy away 
viously don’t belong. Perhaps the in 
dustrial show is sexless. 
13. Rooth should 
never sit down in the booth, except 
when talking 


your = he dul 


representatives 


with a prospect. Adjust 
to allow sufficient rest 
periods for them so that they won't 
get weary on their feet. This sounds 


but it’s vital 


14. If a man shows up in the morn 


tough 


ine with liquor on his breath or is ex 
hausted from too little sleep and too 
send him back to his ho 
He can only do you harm 
booth 

“ht use one staff to man 
2 separate staff to do the 


much play 


« in the 


entertaining in after-show hours. as 
npanies advocate 


Don’t let vour hooth representa 





@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
CHICAGO 
Manhattan Bhig. 


NEW YORK 
Whitehall Bidg. 


Fer over 60 years the leading 
journal of the coal industry 














r 


Photography - Re, 
Assgaments covered from coast to coast Phetes with 
Stores, tacts and figures for advertisers and editors. 


x Write for booklet ct 


38 PARK PLACE NEWARK ? uJ 





CIRCULATION MANAGER 

Chicego publisher of two well-established 
ndustrial ond trade magotines requires ex- 
perienced circulation manager. Record in in 
dustrial circulation considered essential. Please 
submit complete review of circulation experi 
ence and personal background. This can be 
an outstanding opportunity for the right mon 


Box 433, INDUSTRIAL MARKETING 
100 E. Obie S*#., Chicago 11, I. 








STRIKING LABELS 
at Cow cost / 


hard, 
: colors on 
arkling stock 
ect lettering 


adhesive 


s . 
- *row-white 
oe sharp. perf 
e extra-strond 
Increase sales. dress-up your packages 
speed up deliveries with FENT-ONAMEL 
labels. They're different -the only 
labels of their kind made 

Write TODAY for samples & prices 
“FENTON LABEL CO. 

OPT 61 SOG RACE ST. PHiLa 6. PA 


Please send prices and samples of shipping labels 
and stickers for 


f 


’ 
' 
' 
' 
- ' 
vm Os peoouct ’ 
' 
' 
' 
' 
' 


(son SoeS SSSSSSSCSSSSSe- A 


uA 
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tives spend time exchanging wise- 
cracks with neighbors or wandering 
olf toa competitor's booth for friend- 
ly visits or otherwise. 

17. Insist that booth representatives 
make out a report on each person they 
talk with, completely filling in the 
form set up for that purpose. Watch 
out particularly for men who pocket 
reports or fail to fill them in. 

18. If you don’t have a special porter, 
be sure that one of your booth repre- 
sentatives has definite responsibility 
for housekeeping of the booth during 
show hours. Over-filled ash trays can 
be repelling. 

19. Discourage salesmen from 
gathering in groups to exchange jokes 
or to talk shop. Even during periods 
of light attendance, they should be 
on the alert, ready to talk to any 
passer-by. 

20. Inculeate your booth representa 
tives with the opportunity—the sales 
man’s dream—offered by the indus 
trial show, the only medium where 
(if it’s a good show) the buver comes 
en masse, voluntarily, with readiness 


to be sold 


Offers Ad Merchandising 
Program For Advertisers 


New Yorx—A comprehensive, three 
way, ad-merchandising program has 
been made available to advertisers by 
the McGraw-Hill Publishing Co. The 
plan, which is offered to provide busi 
ness and industrial advertisers with 
practical ways and means for increasing 
the impact of their campaigns in the 
business press, is said to be the first use 
of such a program in the business paper 
field 

Three plans make up the program 
which is described in a 13-page folder 
Plan 1 is a set of six 9” x 12” folders, 
designed to hold current ad-proofs and 
schedule data. Each is a different color 
and each front cover bears a different 
message which discusses advertising in 
terms of its helpfulness to the man who 
sells. These are for ad-merchandising 

a company's salesmen, officials, di- 
rectors, distributors, dealers, and agents. 

The second plan is for reac hing cus- 
tomers and prospects and sales organiza 
tions with specific company ads that 
appear in McGraw-Hill publications. 
These may be merchandised in the form 
of cover folders, pocket folders, self 
mailers, preprints and reprints, and post 
cards, all of which McGraw-Hill will 
print at a nominal cost. 

Plan 3 is for contacting top brass in 
a company with complete isues of pub 
lications in which ads appear 
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very business day, in 


isk Z 


every business way, the 


Daily Journal of Commerce covers the work 


front of the busy Pacific Northwest. . . 


News- 





wise, coverage is 100% business. Reader-wise, 


coverage is 100% business — with more than 


eleven readers per copy. 
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Published 


in Portland, the Daily Journal of Commerce 


is an important stage on which to place your 


advertising messages about goods and services 


used by construction, industrial and lumber 


firms. 
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FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 
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> 1900 *& THE MIRACLE OF AMERICA *& 1950 < 





It’s no stretch ef the imagination, rather, robust realism to call our past half 

century a Murack U.S.A 
\merica has set an amazing record of progress in 50 years — but a moment in 
wry of civilization. A record unequalled by any other politu al or economic 

m 
Merely by broad brush strokes. we can all visualize this miracle. Remember the 
il set, the hand-cranked car, the biplane? A far cry from our FM radio, tele- 
hydro math drive and sup rsonic planes 

nother phase of the miracle that went hand-in-hand with these and 
intertwined technological advances — ranging from the radio telephone 


the X-ray tube and teletype . . . and to atomic energy and its un- 


1 our supply of machine power 4) times 
ore than doubled the output each of us produces for 
nereased our annual income from less than $2400 per 
it $4000 (in dollars of the same purchasing power), yet . 
18 hours from our average work week —equivalent to 


4 
ivera workdays 


ow did we do it? The basic cause for this composite miracle has been the 
of human energy through FREEDOM, COMPETITION and OPPORTU- 
And one of the most important results is the fact that mor people are abl 
joy the products of this free energy than in any other system the world has 


own 


IS THE MIRACLE OF AMERICA it’s only beginning to unfold 


Published in the public interest by: 


INDUSTRIAL MARKETING 
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aig» Comes NEED BINDERS ? 


Continued from Page 56) 


tive Secretary, Manufacturers’ Agents BESTEX for BEAVERHIDE 


National Association, 542 South 
Broadway, Los Angeles 13, Cal. 
Vital as is the contract to manu- 
facturer-agent relations, the manufac REPORTS 
turer must still, of course, use the 


usual safeguards in selecting a good CATALOGS 


agent to begin with. He will take 

pains to learn the size and age of the ; PROPOSALS 

agent’s organization, the volume of 

business done, the strongest lines, the 

other manufacturers represented ” PARTS LISTS 
The character of industrial prod 

ucts generally requires technical 

knowledge on the part of the agent. 

He will require a “line” of products 

from different manufacturers, both SRCINCATIONS 

to build volume and take care of his 

customers’ needs. He will usually DO THIS! 


have a home office, with displays, me 
meeting rooms and other facilities for Write us today for samples and ' INSTRUCTION 
customers, and probably will have quotations. If possible, let us know BOOKS 
branch offices and an experienced the number of sheets to be inserted, 
sales force. sheet size, your preference of style 
The census divides manufacturers’ and color, and approximate quan- 
agents into 26 categories, with many tity. Should your plans call for IN- 


sub-classes, and in those listings the DEX DIVIDERS, let us know that too, 
manufacturer seeking that kind of 


TRAINING 
HANDBOOKS 


so we can offer you a complete 
distribution will find people familiar pechane 
with his field. ° 
BEAVERITE SPECIALIZES 

MAINTENANCE 


Industrial Manufacturers’ IN LONG LASTING, MANUALS 
dgents Classified by U. S. Census INEXPENSIVE BINDERS — 
AND SELLS ‘‘DIRECT 


The U. S. Census lists these classifi 
ations of industrial manufacturers’ Samples and quotations promptly given 
igents 
1. Automotive 1) automobiles, new 
SEMeeReeeME | BEAVERITE PRODUCTS, INC 
nccessories and equipment, (d sd © 


tires and tubes 33 DE WITT STREET, BEAVER FALLS, NEW YORK 


2. Chemicals and paints | 
stuffs b) explosives ‘ 

hemicals, (d naval store 

yaints and varnishes, ({ 


Electrical goods 





merchandise, general line, 


rin and worcion aerate | LOOK FOR 
oh ind construction ‘ d 
lios and equipment, (e) househol INOUSTRIAL MARKETING $ 
rerators ! all omers Industria 
Lumber and construct mate THIS EMBLEM Maret Data 
builder . zeneral Book NUMBER 
When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference dota in The Market 
Dota Book Number. It means you con find facts on the publication's edi- 
torial services, circuletion, influence, market studies, and similer 


information, adjacent to complete dota on the market it serves. 
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equipment, (iv) soda fountain equip- 
ment, supplies, (v) store machines. 
(vi) store fixtures, equipment, (vii) 
others 

b. Farm and dairy: (i) dairy equip- 
ment, (ii) farm implements, (iii) farm 
machinery and equipment. 

c. Industrial machinery, equipment 
and supplies: (i) industrial, general 
line, (ii) belting, hose and packing. 
(iii) construction, except road-build 
ing, (iv) road-building, (v) machine 


Traffic World Carries More Advertising of Tr ortation tools, (vi) mine and mill supplies, (vii) 


oil well supply houses, (viii) power 
Products, Supplies, and Services Than Any Other Advertising Medium... plant and power transmission, (ix) 
printing and lithographing, except 
This sounds like quite a boast. But more advertising collectively than any paper, (x) oem cordage and Cwene, 
(xi) textile, (xii) used machinery and 
equipment, (xiii) all others. 
d. Professional equipment and sup- 
plies: (i) dental supply houses, (ii) 


it is an established fact other publication in the country, in 


And the only reason for bringing it these advertising classifications 


. 
up is that every advertiser is interested freight transportation services, pas 


senger copy, industrial sites, transpor 


in the “company he keeps” as well as religious supply houses, (iii) school 


the magazine's acceptance among other “0 equipment, mechanized freight equipment and supplies, (iv) surgical, 
advercioees in the Geld handling and packaging, port adver medical and hospital, (v) others 


CSINR, CtC., etc. e. Service equipment and supplies 
As America’s only weekly transpor 

(i) barber and beauty supply houses, 
(ii) laundry and dry cleaning, {iii) 


tailors’ supplies, (iv) undertakers’ sup 


tation newsmagazine, selling at $20 a Let us give you latest market facts 
year (ABC), Trafic World carries and send you copies of recent issues. 


plies, (v) upholsterers’ supplies, (vi) 

TRAFFIC WORLD shen 

f. Transportation equipment and sup 

CHICAGO NEW YORK WASHINGTON, D. C. plies: (i) aircraft and aeronautical, 

418 S. Market Sr. 122 E. 42nd Se. 815 Washington Bidg. (ii) railroad, (iii) marine (iv) others 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 is ee iain 

6. Metals and metal work, exclusive 

of scrap: (a) building and metal work 

(b) iron and steel products, general 





line (c) iron and steel products, semi 
finished (d) iron and steel products, 
flat (e) wire and wire products (f) 
iron and steel finished products NEC 
(g? all others 

Plumbing and heating equipment 
and supplies: (a) plumbing and heat 
ing equipment and supplies, general 
line (b) heating, including stoves and 
ranges (c) plumbing fixtures, equip- 


ww Te Pi 
10U8 SMALL Prot pens TELLS YOU HOW TO ment and supplies (d) all others. 


FOR OFFSET PRinting PREPARE ART AND COPY Other groupings among 26 listed by 
FOR OFFSET PRINTING the U. S. Census for both consumer 
and industrial products include several 


How to scale pictures quickly for groupings that are only partly indus 


offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy 
layout and arrangement? This help- 
ful book gives you many hints that 
will save you time and money—it's 
a book we've built for you out of 


trial such as petroleum, paper, coal and 


coke 


‘Boxoffice’ and ‘Modern Theatre’ a 
Expand Sales Staff 


our many years of experience. Ralph Scholbe, former district sales 
manager in Chicago for Boxoffice and 
Modern Theatre, has been transferred 


RAPID COPY SERVICE, INC. to the New York office, where he will 


continue as advertising sales represen 


123 N WACKER DRIVE CHICAGO 6 tative 


Phone: STate 2-5977 Ewing Hutchison will handle the 
northern central territory, and Mr. E. Y. 
Yeck the southern section. The Chicago 
offices have been moved to 35 E. Wacker 
Drive 
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How to Advertise 
(Continued from Page 64) 


but, again, the industrial reader wants 
to know how and wants proof, and 
can be expected to continue. It’s not 
so simple as the Tri-Clad example. 

On the other hand, “Honeywell 
Comfort Begins With The Blueprint” 
is a complete, finished statement. So 
it does. That’s that. Such a headline, 
offering nothing at all to the reader 
and leaving no question unanswered, 
gives no incentive for reading copy. 

Compare these two headlines 

Where There is Construction—There 

is W ire—Belden Manufacturing 

How Nylon Cuts Trees . . . And Costs, 

Too—DuPont 

Which would keep you reading? 

3. Arrest the reader and persuade 
him to start the copy. There are any 
number of ways to do this, and among 
them are the following (some of which 
need little comment) : 


1. Announce news 

When you have news, be sure not 
just to state what the news is, but also 
to state that it is news .. . in as big 
type as you can afford. The reader 
may not realize it’s news unless you 
tell him so with such good words (oer 
variants of them) as new, announce, 
introduce, at last, for the first time, 
etc 

(The word now used to be a good 
one, but ever since radio annouacers 
got into the habit of prefacing every 
announcement with “And now .....,” 
the word has lost much of the essence 
of newness). 

Even the word “when” suggests 
news. One well-known advertising 
man says, “It is almost impossible to 
write a dull sentence that begins with 
the word ‘when.’ To adults ‘when’ has 
the meaning that ‘Once Upon a Time’ 
has for children.” 

In mentioning the nature of the 
news, a good rule is to emphasize the 
class of product, not the brand. In 
most cases, the prospect will be at- 
tracted more by “New Widzit” than 
“New Jones Widzit.” Let him know, 
first, that there is a new type of widget 
on the market: if he is interested in 
the new type of widgit, he will read on 
to discover who makes it 

This rule can be safely broken, I 
believe, when the advertiser is the 
acknowledged leader in its field—then 
the announcement has added weight 
because it is made by the firm by 


The Super-Market In the wy of America’s Industrial Future 


6200 60 115 988 
88 603 36. 167 9-9-1949 


Are You a Figure Man? 





DO YOU BUY SPACE ON SIMPLE FACTS & FIGURES? 





These Simple Pacts are Significant! 


Our new report, just off the press, discloses much information which proves the effective- 
ness of CONSTRUCTION NEWS MONTHLY as an advertising medium. Just es you 
con't argue with success, neither can you ignore linage figures! This three 
quorters report for 1949 only—shows the following pertinent dato 


A List of 115 Regular National Advertisers who have purchased space for 
as long os 10 years (or more). 


603 Pages of display ads were published in the first nine months of 1949 
288 Pages of color advertising appeared in the same period 

60 Major Advertising Agencies placed a total of 88 regular schedules in 
this period 


167 individuel accounts were handled in nine months. 


More thon 6200 readers who purchase or influence the purchase of construc- 

tion equipment and materials have seen the messages covered by these 

figures. The continued advertising is indicative of their eager readership 

ond RESULTS. 
Send for a copy of this new report. Let us tell you more about the book that is the 
“NEWSpaper" for contractors, engineers, architects ond public officials concerned 
with local construction in our great wealthy SIX-STATE oreo 
You'll find a copy of CONSTRUCTION NEWS MONTHLY on virtually every desk! 
That's because of its complete coverage of BIDS WANTED—+the lifeblood of the Con- 
struction Industry. 
Schedule your advertising in this important book! Write for rates and more in- 


my/CONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 


In Oklchorna, Eastern Miser, | | 
Arkansas, Western Tennessee, 
Mississippi and Louisiana 


LITTLE ROCK, ARKANSAS 











For Up-to-the-Minute Market and Media Data 
use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 
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CONCRETE’s total contractor cir- 
culetion accounts for better than 80°, of all 


the concrete placed annually 


5] 
CONCRETE $ toto! concrete prod- 


ucts producer circulation accounts for better 
than 90% of all the 
products produced annually 


» 
CONGRETE?S orci circvisrion te 


ready mized concrete producers accounts 


pre-cos! concrete 


for better than 90°, of the total onnual pro 


dyction of ready mined concrete 
° 


The FUNCTION eof constrection 
equipment is the key to the SPECIFIC 
MARKET in which if can be sold 


The motching of a 
SPECIFIC MARKET 
with a SPECIFIC EDI 
TORIAL POLICY re 
sults in @ medium that 
provides manufacturers 
the most effective. eco 
nomical and direct op 
proach to their ecteel 
uttomers and pros 
pects 


Ask for more speciftc 
market? information 
ond recent copies of 


11,000 . CCA CONCRETE 


CONCRETE PUBLISHING CORP. 


1937 DAILY NEWS BLOG HICAGO 6 





IT'S TOWN MEETING TIME 
IN NEW ENGLAND 


rote , 


|" s said that the most dem 


public institutions, the 


town meet 
n was born and grew up in New 
England. It's still going strong here 
Road ommissione selectman and 
sverage John ©. Citizen each hos 
” equal v @ in voting for the new 
wn rood-grade Jump truck 
mn planning new sds and vytilities 
New Englend is made up of 
hundreds ond hundreds of towns ond 
villages (besides the big towns) each 
i: spe ’ na CG buye J mstru 
tom equipment and 3d mot a's 
sad « t ‘i The eo 
New England C 


nstruction 


New Exgloud 
CONSTRUCTION 


755 Boylston Street 
Boston 16. Mass 














academic interest 

whom the reader naturally expects the 

Thus: 

Now Jacobs Brings You the Most 

Amazing Lathe Collet Chuck in Ma 
chine Tool History 


progress to be made 


Also, it’s wise to indicate, when you 
can, the significance of the announce 
ment 


Here ltls The New Robins GS Car 


Shakeout 
Unloads up to 15 Cars a Day! 
Priced Low Enough for the 2-Car-A 
Dav Plant! 
B. Oller a benetit 
\ little while back I cited a Bartlett 
snow headline as an example of s¢ 
ecting the market. But “/f You Burn 
10 To 200 Tons Of Coal A 
is not 


If You Make 100 Water Heaters 
A Day, We Can Save You Up Te 
$10,000 A Year 


The latter ad, in addition to select 
makes an offer at 
s that much better an 


as good as Cam-Stat’s 


the audien 
the outset and 
rd 
We need have no further discussion 
this point I trust, on the desir 
litv of talking benefits when adver 
to business men, but | will 
nt it that a big and successful 
ertiser like Allis-Chalmers virtual 
yn benefit type head 
Some examples are 
More Liquid 3% Less Power 
ope Offers Instant, Low Cost Way 
fo Control Machine Speed 
Get Fast Repair 
ive said so often before. the 
the more 





concrete feature 


promise of benefits in this Ingersoll 
Rand ad? 
Redace Air Consumption at Least 
40% 
Reduce Drill Maintenance as Much as 
10% 
Save up to 30% on Dynamite 
Within the class of “benefit” head 
lines is one important type—the “how 
to” headline, which, by its very nature, 
has to talk the reader’s language. 
Here are some good ones to illus 
trate the point, and note, in each case, 
that the verb following “How to” al 
ways has the 
subject und not the 
How to Got a Fire-Extinguishing Sys 
Kidde 
How to Stop All Your Trailer Cable 
and Electricel Connection Troubles 
Warner Electric Brake Mfg. Co 
How to Make 4 Shovelstul do the 
Work of 4—Eagle-Picher 
How to Expand Your Sales Force 
Without Adding a Man—DuPont 
How to Get Double-Barreled Sales 
{ppeal Picture Windows With 
} entilation—Detroit Steel Products 


reader for 


an implied 


advertiser. 


tem Free! 


How to Provide the Best Lighting for 
Schools—Ceco Steel Products 

Note, also, that the headlines would 
be less effective if the “How to” were 
lropped. For example, one of the very 
vest headlines ever written is “flow to 
Win Friends and Influe People 
How would it sound without the “How 
to Awtul 
to” really carries the 


offer of he Ip 


merely a motto How 
implication of 
ind help is what 
business mar s looking for 


bus ness paper 


picks up his 


Examples 


Nothing Costs More Than a Tired 
Driver strom Mie. Co 
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Room Saturday Night?—Taylor In- 
struments 


W hat Happened in Y our Cold Storage | 


Can You as a Business Man Afford switch from this 


Vot to Have Your People Fly United? 
United Air Lines (and note in the - 

eut the clever way this headline was 
set up) 

How Many Ways Are There to Steal? 

The Travelers 
Bubble s Have Teeth Revere 
They Saved $75 Then Footed a 
Bill for $23,000!—-Black, Sivalls & 
Bryson 

Can You Give Her the Right Answer 
(girl in illustration is asking “Should 
! Endorse This Check?” Hammer 


mill 


D. Pose a Problem - 
- 


This may be a case of reminding the 


Tee, Stoke as haw ike @ easy steps do Heautiful GBC° PLASTIC BINDING 
RIGHT IN YOUR OWN OFFICE OR PLANT 


be a device to get the reader interested 
Here is the brand-new, low cost equipment that makes it 





No skill required to 
* oroduce beautiful 
in an “academic” way. Examples binding 


How Would You Insulate These Steam 
Tubes? —Armstrong Cork r possible for you to quickly bind loose sheets of all kinds 


Is There an Effective Way to Reduce and sizes into practical and handsome plastic-bound 
——. Waste?—National Wood > books...right in your own office or plant. GBC plastic 
u i Should Eo sep yy ere ag binding equipment is simple to use. Plastic bindings add 
Fit a Standard Horing? — National . colorful eye appeal to bound pieces...personalize your 

Brass eres ee presentations and folders. Books open flat for easier 
Guess What These Fastenings are a Pe Seer reading. GBC bindings make cost, research and produc- 
Used For—Continental Screw Co : tion reports more effective. Gives sales punch to your 


E. State an advantage catalogs and advertising literature. You'll save up to 


o NY 50°. over old-fashioned, fastener-type covers. GBC plastic 
1) make it a concrete feature, : bindings are available in 5 striking colors to dress up 
not an abstract virtue! x aa iny bound piece. Send coupon below for amazing offer! 
{ Corrosion-Resistant Metal That is OPEN BINDING: J CB ment 
Strong at Red Heat--Haynes Stellite D ecccation epens rings G f Bz ij 

- be sure N's new 7 —— machenically WORLD'S LaeGEst reooUCcEES MECHANICAL Sinoinas 


or mportant tes west @ftimon?t avenue cwricacc 4 fetinmors 


Dirt Can't Channel Through This ‘ 
Oil Filter . - « There's Nothing: To Send coupon for details on Special Offer 
ack Down vier Pressure *urola Lo 


GENERAL BINDING CORPORATION 
808 W. Belmont Ave., Chicago 14, Ill. Dept. IM-2 


Gentlemen: Send me at once your new free Bulletin 
No. 1300 describing this new GBC equipment and 


giving all details, pictures, amozing low prices 


tor 
Incidentally, note that word “this” 


By using “this” rather than “Puro INSERT: Slip covers 


and sheets onto open 
lator” the ad i plies that other filters rings 


are subject to channel; the implication 


wer used 
}) be sure the benefit result 


) the advantage is self-evident —— | 


Collets Do The Wark Of & CLOSE: Release handle 
Jacobs Chuck Bond remove finished jot 


But, if you can’t be so explicit, it’s 


! 
! 
! 
' 
' 
! 
! 
! 
! 
would not be so stror g il the brand i 
' 
' 
! 
! 
' 
! 
! 
' 


safer to state the benefit first, 
the product feature to ex 
the benefit is delivered 
Mate exclusiveness For new information on 
Again, the fact that a benefit is 
ssiale fom « sinsle owes of | GM INDUSTRIAL AND BUSINESS MARKETS 


bene = is avail s 4 | «and detailed media presentations of over 


You Can Now Specify Flecwrolised | 200 PUBLICATIONS 


On All Morse Catting Tool 
neglects to associate Electrolized with | see your copy of the new 1950 edition, 


f 


anv promise of user-s te of | 
ra fice sage paral rsteneen ye" MARKET DATA NUMBER 
SS ° INDUSTRIAL MARKETING 


olizes 
> ‘ ' 
To Be Contrinuep 
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$25 Million EXTRA 
in 1950... 
A newly FINANCED market for— 


Adding & Bookkeeping mochines 
Addressing machines 

Alr cleaning equipment 
Anchors — Auger bits 
Botteries, dry cell, storage 
Bottery charging equipment 
Cable — Conduit — Crosserms 
Cable reel cerriers — Cords 
Orills — First eid equipment 
Inseletors — Motor Trucks 
Peles — Pole line hordwore 
Linemen's accessories 

Office furniture 

Operator's choirs 

Peper — Printed forms 
Protective equipment — Pins 
Seider — Soldering irons 
Switchboerds — Telephones 
Tepe — Trellers — Tools 
Truck bodies, Wire 

end hundreds of other items used in telephone 
offices ond plonts 


$25 Million is to be loaned to telephone 
companies at 2% interest and on terms 
ranging up to 35 yeors for use in extending 
and/or improving telephone service to rural 
ereas (Rural Telephone Act passed ond 
made law with president's signature, October 
28, 1949.) $1 Billion expected to be loaned 


before rural morket is completely served 


This entire meorket can be reached 
through the 1950 TELEPHONE 
COMPOSITE CATALOG & BUYERS’ 
DIRECTORY. 15th Edition. 


The only Telephone Buyers’ Directory annu 
ally sent to every telephone compony in 
the Western Hemisphere. Circulation of the 
1950 issue will also include all newly formed 
companies, co-ops, etc. who will have made 
application for loans 


Products of all manufacturers serving the 
telephone industry are listed without charge 
in the Buyers’ Directory. Write for listing 
form, complimentary copy of 1949 Directory 
and advertising rotes. Forms close March 


1, peblishing date, May 15, 1950. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Pork 4-3040 

7720 Sheridon Read — Chicage 26, 


148 
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Index to Advertisers 


Advertising Council, The 

Air Conditioning & HKefrigeration 
News 

“American Artisan 

“American Chemical 

American Machinist 

“American Metal Market 
American Society { Mechanical 
Engineers 

American Type Founders 

Analytical Chemistry 

“Annual Meat Packers 
ASME Mechanical 

Associated Business Papers 7879 

“Associated Constfuction Publications 22 

Atlantic Fisherman 9 

Atlas Film ( 


Society 


(uid 12 
Catalog 112 


orporation 58 


Bacon's Clipping Bureau 

li r’s Digest 

Keaverite Products, Inc 

*Heddin 

Black Diamond 

*Breskin Publishing Corp 

Brick and Clay HKeceord 

*Buliding Supply News ird 
Business News Publishing Co 

Business Week Insert between 80-81 


Cantine Co The Martin 
“Chemical & Enginecring News 
Chemical Enginecring 
Chemical Engineering Catalog 
Chemical Processing Preview 
Chemical Materials Catalog 
Chilton Publications 
Clark-Smith Pubi. ¢ 
Conerete 
Conerete Publishing Corp 
*Conover-Mast Corp 69. 84, 4th Cover 
*Conover-Mast Purchasing Directory 
“Construction Bulletin 
“Construction Digest 
Construction Methods and 
Equipment 
*Construction News 
*Constructioner 
“Cosgrove Pul 


Monthly 
ishing ¢ 
*Dairy 


*Dixtke 
*Dodge 


Industries Catalog 

Contractor, The 

Corp., 1 Ww 

*Domestic Laginerring 

*Domestic Engineering Catalog 
Directory 


*Electrical 
Klectrical 
*Electrical 
*Engineering & Mining 
Enginecring News-Re« 


Catalogs 

Manufacturing 

World 4-5 

ournal 2nd Cover 
20-21 


y Manage! it & Maintenance 
( 


Catalogs 


Gag 
‘.as8 

General Binding Corporation 
veneral Exhibits & Displays, In 


Hartwig Displays 
“Heating, Piping & A ‘ ditioning 
sting & Plumbing bquipment News yy 
cinn Company, TI 126 
spital Managenwnt isl 


Kev iew 96 
‘Implement & Tractor 18 
Indiana State Chamber of 

Commerce 140 
*Industrial & Engineering Chemistry 11 
‘Industrial Equipment News 
*Ind Maintenance 108 
‘Industrial Marketing 74-75, 136-137 
*Industrial Press, The 60-41. 99 
*Industrial Publications, In 19, 3rd Cover 
‘Industry & Power Insert Beween 64-65 
*!I 
7 
7 
= 
1 
I 
I 


m 


strial 


ae erla Internaetesal Construccion 

Internacional Industria 
Radi Engineers, The 
Catalog Directory 
Vagazine 


aenicria 
stitute f 
stitutions 
stitutions 

Age, The 


& Ste Enainee 


"For Detailed Reference Data See THE MARKET DATA BOOK NUMBER. 


112 
Facing $1 
91 


*Keeney Pubiishing Co 
Kimberly-Clark Corp 


2, 10-11 
95 


"Machine Design 52 
*Machinery 60 


*Maciean-Hunter Pubi, Corp 
*“MacKae'’s Biuebook 
*Marine Engineering & Shipping 
Keview 
*Materials & Methods 
*McGraw-Hill Catalog Service 
*MeGraw-Hill Digest 
*MeGraw-Hill International Corp 
*Meuraw-Hill Publishing Co., 
Inc 46-47, 
Mechanical Engineering 
Metal Progress 
Meyercord 
*Michigan Contractor 
*Mid-West Contractor 
“Midwest Purchasing Agent, The 
“Milk Dealer, The 
*Milk Plant Monthly 
“Mill & Factory 
*Mining Catalogs 
*Mississippi Valley ( 
Modern Feductrs 
*Medern Packaging Encyclopedia 
*Modern Plastics 


and Builder 


ntractor 


*Modern Publishing Co 


Butter and Cheese Journal 
National Industrial Adv. Ass'n 
*National Milk Publishing Co., Ine 
National Power Show 
National Production Exposition 
"National Provisioner, The 12, 
England Construction 22, 
Equipment Digest 
American Van Lines 


“National 


*Oisen Publishing Co., The 
“Operating bLngineer 


Paim, Fecehteler & Co 

*Panamerican Publishing Co 

*Paper and Pulp Mili Catalogue 

*Paper Industry, The (Formerly The 
Paper Industry and Paper World) 

*Penton o 0 53, 7 

*Petroleum Processing 

*Pit and Quarry 

Portland Daily Journal of ¢ 

*Proceedings of the 1.A.1 

Public Works Magazine 

*Purchasing 

Putman Publishing ¢ 


“nme rce 


*KRallway Ag 

*Kailway Engineering and 
Maintenance 

“Railway Mechanical Engine 

“Railway Signaling 

Rapid Copy Service 

Reader's Digest International 
Editions, Ine 

“Reinhold Publishing ¢ 

Remington Hand, Ine 

Reply-() Products ¢ 

*Rock Products 


Pp 49 


Sickles Photo-Reporting Service 
*Siebel Publications 
*Simmons-toardman Pul 
*Smith Publishing Co. WK 
*Snips Magazine 
Southern Hospitals 
*Southern Pulp and 
Manufacturer 
*Southwest Builder & Contrac 
*Sweet’s Catalog Service 


Paper 


Telephone Engineer 
*Texas Contractor 
*Textile Catalogs 
*Textile Industries 

Textile World 
*Textiles Panamericanos 
*Thomas Publishing ‘ 
*Thomas Register 

ropfiight Tape ‘ 
*Traffie World 


*Transportation Supply News 


Wall St. Journal 
"Western Builder 
Wood Products 
*Woodworkers Reporter 


*Vachting 


Pub. ¢ 1, 52-53, 73, 
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PM, 


-c geel gempDind ... to Thousands of Dealers and Wholesalers 
ci in the $7 Billion Building Products Business 


ad 

posegier deliveries 

Lumber and building material dealers are now buying equipment to handle 
£z ying eq 

a wide variety of bulk and packaged products, In many sizes, shapes and 

nails, cement, clay products, insulation, lumber 


weights everything fron 

and roofing to paint, hardware, plywood, refrigerators and other heavy 

appliances 

st) if > " > ‘ | » _ s - > g 
; a y Savers Will your equipment help them (and the wholesaler) save money, increase 
Small Time © OM ore. yard ond productivity and efficiency, and provide better, faster service 
cutting comers \f pensive emsy . - , " } 
Curenouse with Jers Then you can sell it —in profitable volume—-in 
“rave tim hia _ 

ro-operate BUILDING SUPPLY NEWS, the recognized equip 
ment market-place of the top dealers and wholesalers 
Let us tell you why and how you car cash in on this big, 


ripe market 


erro BUILDING SUPPLY NEWS 


BSN's 28-page 1949 Materis eo ' 
pag aterials Har TOTAL DISTRIBUTION 22,700 COPIES 


dling Guide. It’s full of ideas on how 
products like y« 5S South Wabesh Avenue + Chicago 3, Illinois 
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CIRCULATION FIGURES COME TO LIFE 


become real readers... with real buying influence 


ying 


hs 1949 


READERSHIP 
CERTIFICATION 


— How This Unique 
System Works 


when MILL & FACTORY 
4 h | Once a year every recipient of Mill & Factory 
is on your schedule One 9 ge een 


A—Do you read Mill & Factory? 


B—Are you finding it useful? 
C—Do you wish to continue receiving it? 


Back in 1928, circulation composed wholly of pre-iden- 


tified industrial buyers ceased to be dream stuff. Those who answer “No” to any of these ques- 
tions are promptly dropped from the circula- 


Mill & Factory guaranteed just that! tion. Non-readers are eliminated. 
Names of those who do not reply are sent to the 


Ic smashed tradition by having its entire circulation 
buile and maintained by industrial distributor salesmen 


— men who sell industrial machinery, equipment, and 


local industrial distributor organization for per- 
sonal investigation (Many who do not respond 
prove to be simply allergic to questionnaires. 
They are, however, regular readers.). 


supplies — men who know the worthwhile plants and You get 100% readership certification of your 
who in those plants have the say-so. Mill & Factory audience—every year. No wonder 


W ith CERTIFIED READERSHIP, Mill & Factory in most independent readership surveys now show 
1949 took the final step in removing all guesswork from Mill G Factory first in its field in readers per dollar. 


the buying of circulation. Guaranteed advertisers 190 





percent live circulation... circulation free of deadwood. 


First — known buyers. Now — known readers. That 
is what advertisers wanted. That is why Mill & Factor) 


is the first choice of so many advertisers today. 


205 East 42nd St 


Conover-Mast Publications, Inc., 2 F Se, 
IN P New York 17; 737 No. Michigan Ave., Chicago 11; 
Leader Bide., Cleveland 14; 5478 Wilshire Blvd. 


Los Angeles ¥ National City Bldg., Dallas 1 





